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How to move an agency ...... 


This is the specialty industry... . 
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WILL SELL MORE OF YOUR PRODUCTS 
BY GUARANTEEING 100% CIRCULATION 
OF YOUR SALES MESSAGE TO EVERY 
SINGLE CUSTOMER . . 


WRITE TODAY FOR INFORMATION ABOUT UTSERTS AND THEIR APPLICATION 


fo: \‘ OUTSERTS, INC. 


A DIVISION OF EUREKA SPECIALTY eende co. 
SCRANTON, PA RTS 





IGN / BRUCE BECK 


: “ 


typography is a language 


Typography is more than exact letter symbols; it is a language in itself, speaking in 
the unmistakable overtones that convey meanings far beyond the printed words. 


: typographers, inc. 
MIo|N{s]E]N 
LOS ANGELES: 960 WEST 12TH STREET 


CHICAGO: 22 EAST ILLINOIS STREET 
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Horace, the harassed production man 


“HORACE, | NEED A QUICK ESTIMATE 
ON A DIRECT MAIL PIECE...DON’T KNOW 
THE QUANTITY, SIZE, OR HOW MANY 
L COLORS, BUT | DO KNOW 
, WE'LL USE FINCH OFFSET” 








FINCH OFFSET | 
possibility bu 
you beautifull 
a lower cost! C 
™ tor sample VAR Z TRY TIN 
call yOUur paper merchant. - mit ame masse 
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Just Dalton, Us 


Your Ads Can Get Extra Mileage 


Lee J. DiAngelo, who is manager of advertising and merchandising for the 
Hotpoint Co., one of America's leading appliance manufacturers, made a talk 
recently which ought to provide inspiration for all sales promotion people. 


Since he is responsible for both advertising and promotional activities 
at Hotpoint, he has been in an ideal position to develop plans for extracting 
the last full measure of value from important expenditures in magazine ads, 
which carry the principal load of Hotpoint's consumer program. 


But since this advertising represents considerable investments in design, 
art and typography, and tells a consumer benefit story which every dealer and 
retail salesman should also be fully familiar with, Mr. DiAngelo uses the same 
material for blow-ups which are used in the stores, for reproduction in ads go- 
ing to the trade and for displays which are used as window stickers, banners 
and otherwise for retail promotion. 


And they are also reproduced in big folders which have heavy circulation 
throughout the Hotpoint organization, among the distributors and their sales 
organizations, and to all of the dealers carrying the line. 


This is a lot more than "merchandising the advertising" -- for it is big 
league promotion in itself which over and over again tells the story of Hot- 
point products and their features in dramatic and spectacular style. 

Every ad prepared for publication in a magazine, therefore, does double 
and triple duty in sales promotion. This gives Hotpoint extra values, and 
makes the original investment profitable in many additional ways. It is a 


common-sense method of extracting plus advantages which accelerate the entire 
merchandising operation. 


Hotpoint has a hot idea -= and you can use it, too! 


SRB /) 


G. D. Crain Jr. 
Publisher 
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We ve enlarged a lypical 


Miuhal character 
to show you the erode 


design quality of this type face: 


AiprondérA estructive 


of surface harmonies, fast-paced, 


lorceful and distinctively 
personal. Specify Mishal. 


Write for free specimens 
Amsterdam Continental 


Types and Graphic Equipment, Inc 
276 Park Ave.S.,N.Y.10, SP7-4980 
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Adwertising 
Requirements 


® How to Move an Agency . 


Anybody who has ever moved knows what a headache it 
can be, but this step-by-step checklist should cut down 
your woes the next time you move JOHN K. WEBSTER 


Ask the 'Teens 


You can reach a ten billion dollar market 


teens themselves hou they buy 


Dr. SHO! BALABAN DICKINSON 


#® Legal Problems in Advertising — Part Il 


The second selection from Kenyon & Eckhardt’s legal 
manual discusses trademarks, copyright, libel and other 
perils 


Design for Corporate Image 
An independent designer tells you how to see for yourself 


whether your company’s image stands up Hap SMITH 


W This is the Specialty Industry 
Second of the Advertisers Buying Guides, this article clari- 


fies the structure of this growmg medium 


Rosert B. KonrkKow 


To Get Displays, Try a Contest 
A contest with relatively small prizes not only drew 
20,000 entries, but won valuable supermarket space 


PHIL SEI?’z 


Shooting a Film in 22 Days 


How TV Guide got a promotion film made on a tight sched- 
ule, shooting all night mia supermarket ALLEN SOMMERS 


How to Dramatize Safety 


A campaign built around teasers increased the impact of 
a safety film for Dayton Rubber J. D. HERSHEY 


Use Film, not Tape 


A producer of television commercials speaks his mind 


frankly about the switch to tape Rosert L. LAWRENCE 


Instant Photos for an Inexpensive Catalog 


How a shoe catalog was produced in less time and at less 
cost th rough a 60-second camera LEON M. Karz 


Designs to Sell Service 
How the Swiss telephone system uses art for promotion 


Maurice BENSOUSSAN 


A Presentation that Salesmen will Use . 
This pocket-sized presentation overcame salesmen’s ob- 
jections, with an ingenious design. J. A. BARTELS 


When an Agency Edits an External 


Here is the story of an industrial house organ which is 
edited and produced by the sponsor’s advertising agency 
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OF CONTENTS 


A Die-Cut Ad in Run-of-the-Book 


Worthington promoted a product that wasn’t there by 
adopting an unusual teaser technique. 


eesves eee ee 2B 28 C8 


® Standards for R.O.P. Color 


How to specify art and engraving for top quality is out- 
lined by Lakeshore Electrotype 


Jobs for Tags 


In these days of self-service, tags are being called upon 
for more selling jobs, as these examples illustrate. 


A Mine at an Exhibit 


When U.S. Steel wanted to show some abstract ideas, it 
took its visitors on a ride through a mine. 


WILLIAM R. FAWCETT 


House in a Station 


To sell Florida real estate, a complete house was built in 
New York’s Grand Central Station. TED SANCHAGRIN 


How Can-Can Time Sold More Cans 
A Texas brewery increased its sale of canned beer with a 
promotion that permitted local tie-ins MILpreD WEILER 


Use Your Building for Your Trademark .. 
Don’t waste the valuable space on the side of your office or 
factory building. DoLPpH FRANKLIN 


Promoting a Premium by Mail 
A successful retail premium needs dealer support, and 
Visking built it successfully. JOSEPH POLLICK 


How Direct Mail Sold Space in a Business Magazine 
It’s hard to put much glamor into a campaign for classified 
advertising, but here’s one way to do it BETTE MACON 


W Articles for your Adman's Handbook 


DEPARTMENTS REGULAR FEATURES 


Buyers Guide & 
Aavertisers’ Index 
Books for Admen 
ct Advert Coming Conventions 
Layout & Typography Competitions to Enter 
The Editor's Notebook 
Film Reviews 
How | Solved It 
Idea Album 
Information Wanted 
Just Between U 
Next Month in AR 
Promotion Almanac 
Readers Write 
AR Reprints 


Packaging & Labell 


ARMADA 


ARMADA COVER . ee * 


with the printer in mind . 

but the designer, binder, 

agency and client will also “ 
appreciate this trouble-free 

cover. Offset, letterpress and — 


silk screen printers will nein 
ARMADA COVER’S receptive- 

ness to ink and the convenient 
100-pack carton. (The 100-pack — 
carton was devised for ease 

of ordering, handling and 
storing.) The binder will note 
the flexibility and strength of 
ARMADA COVER. The designer 
will prefer ARMADA COVER 
for the wide variety of basic 
colors and applications offered. 
The agency will find it to be a 
product of quality well 
received. The client will enjoy 
the feeling of good taste 
ARMADA COVER will reflect on 
his company . . . with economy. 


Printer, designer, binder, 
agency and client . . . we 
actually had all in mind when 
we created ARMADA COVER. 
You are invited to see for 
yourself how well it fits your 
particular requirements. Write 
for a sample brochure or sample 
sheets for your next project. 
ARMADA COVER by Springfield 
is available in white, tan, 

blue, gray, green, red, silver 
and gold. It is stocked for 
immediate delivery in 

sizes 20x26 and 23x35... 
packed in Springfield’s 


econ 
100-pack cartons. O74 


1 ad1UIAd 9U1 YIN Qd 


U 


» SPRINGFIELD 
# COATED PAPER 


CORPORATION 
) P.O. BOX 2209 
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METAL SIGNS 


pg TION! 


NEW... BIG 
BRILLIANT... 


18-PAGE 
CATALOG 
.-in COLOR AND 
BLACK and WHITE 


.. JUST OFF THE PRESS 
LOADED WITH ALL TYPES 


0F METAL SIGNS 


HIGHWAY 
POINT-OF-PURCHASE 
REFLECTORIZED 
TRUCK 


A GUIDEBOOK TO AID YOU IN 
PLANNING YOUR COMPLETE 
SIGN PROGRAM! 


send for your copy now! 





GRACE SIGN & MFG. CO. 
3601 S$. SECOND ST 
$T. LOUIS 18, MO 


Send me FREE your New 
18-Page catalog showing Metal 
Signs in ACTION! 
NAME 
TITLE 
FIRM 


ADDRESS 


city ae 


me —~ » So 
Place Editors 


Mo 


LE 


Guide to Writers... 


AR needs outside con- 
tributions, if they 
meet readers’ needs 


Every so olten we get a letter 
from a free lance writer, or some- 
times from a public relations man 
which asks us to define our needs 
in feature articles, and to outline 
procedures for getting a feature in- 
to these columns 

It is really very simple. Prepare 
an article that will be helpful to 
our readers, and we are only too 
vlad to use it. But the key phrase 
here Is “helpful to our readers.” 

Everything that goes into AR is 
measured against this standard 
And this, of course, starts with a 
picture of our readei 

Now there are lots of different 
people who read AR. Many of ow 
readers are production men, house 
organ editors, art directors, de- 
signers, and so on. We welcome 
these people as readers and we are 
glad that they find ow 
useful 


columns 


>’ But we have learned that the best 
way to serve them is to edit each 
issue for a hypothetical advertising 
ol sales promotion mManavel ol a 
company with a national advertis- 
ing program. This is a man whom 
we admire 
sympathize with. During the cours: 
of a day or of a week, he must wea! 
more hats, turn his thoughts in 
more channels, be an expert in more 
fields, than perhaps any other man 
in business 

Most important, he must play a 
key part in the spending of the ma- 
jor part of the promotion budget of 
his company. Not only must he de- 
cide, or help to decide, how the 
budget should be allocated among 
the many available media 
ured and 


meas- 
unmeasured alike—but 
once this decision is made, he must 
select from among the many willing 
suppliers who are anxious to please 
him 

To be an expert in any one of 
the fields that AR covers is diffi- 


Display typefaces in this issue 23 
Condensed & Studio; 31] 


and, at the same time, 


Garamond Bold Italic; 29 
Karnak Intermediate; 39 


cult; to be an expert in all of them 
is nearly impossible. Yet expert on 
not, decisions must be made, opin- 
ions arrived at. Our contribution, 
we feel, is to supply material that 
make those decisions more effective, 


based on fact and experience 


’ There are, in general, three dif 
ferent kinds of articles that meet 


this need 


1. Most important is the case his 
tory. We all learn from experience. 
not only ours but that of others. 
An idea that has solved a some- 
what similar problem for somebody 
else can possibly be adapted to 
solve our own problem. We like 
case histories of successful cam- 
paigns or programs, told by some- 
body who was close to the opera- 
tion, and told in enough detail to 
answer the questions of a fellow 
advertising or sales promotion man 


age! 


2. Another important category is 
the “how to” article. This takes a 
searching look at one area of Op 
eration, and gives some practical 
suggestions. It may be narrow o1 
broad in coverage, but it is useful, 
frequently with a handy checklist 


3. Next comes our round-up ai 


ticles. These are almost always 
staff-written, because only in this 
way are we likely to obtain the ob- 
jectivity which makes such an ar- 
ticle useful to the reader. While we 
depend upon suppliers for much of 
the information included in such 
pieces, the evaluation must be in- 


dependently arrived at. 


4. Finally there is the all-too-rare 
“think” piece. Too many of the 
ones we see are unrealistic and 
theoretical. But an article express- 
ing a controversial viewpoint or a 


Tempo Heavy 
Alternate Gothic #1; 47 


QUANTITY Craw Clarendon; 55—Radiant Medium; 59-—Bodoni Campanile; 66—Bernhard Mod 


Mfrs. of GRACE ern; 68—Tempo Black Extended; 73-—Dom Casual; 78—Bodoni Black & Bodoni 


Baked Enamel SIGN & MFG. CO. Bold Italic; 83——Karnak Black Italic; 85—-Karnak Black Condensed; 88 
Metal Signs 3601 $. SECOND STREET Heavy Condensed Italic 96 Bc da ni Black 99 


. Lous 18...MO0. 
st densed; 108 


Heavy 


Tempc 
Clipbook; 105—Steel Bold Con 
11] Brody 135 Tower 119 Eve Bold; 124 Temp 


Stencil 
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critical attitude towards some prac- 
tice in those phases of advertising 
we cover will, if it is written with 
authority, be welcome. We may 
ask other authorities to comment, 
either for publication or to help us 
edit the piece, but we do not expect 
to shy away from controversial sub- 
jects, as long as they are ap- 
proached in a responsible manner. 


> Not all of these, of course, can be 
written by our own staff. We need 
outside contributions. Whether they 
come from full-time free lance writ- 
ers, from after-hours writers, or 
from p.r. people is unimportant. 
What is important is that each art- 
icle be helpful to our reader. Its 
first object must be to serve him. 
It may, of course, be of service to 
a number of other groups as well 

A supplier who has contributed to 
a successful campaign deserves 
credit, and we expect to give it to 
him. And while he may benefit from 
such editorial mention, the benefits 
he derives are of minor importance 
to us in our editorial planning. 


> Regardless of the source of the 
article, the procedure is the same. 
Send us first a letter of inquiry. Tell 
us, in a single-paged letter, the gist 
of the article, what it will say about 
whom. 

We'll let you know, generally 
within two weeks, whether the idea 
is a possibility. If the idea doesn't 
fit our editorial plan, we'll turn it 
down of course. But even if it is an 
appropriate suggestion, it may still 
get a “no.” 

We always have a number of ar- 
ticles in various stages of progress. 
If your idea comes too close to one 
which is already on hand, and 
which we have already accepted, 
then yours must be returned. We 
may regret having to do so, but we 
are already committed, and we can- 
not go back on our commitment. 


> If the idea you submit is a good 
one, we will write and tell you so, 
asking you to prepare the finished 
article. In most cases, we will give 
you an idea of how long the piece 
should be, and what we think would 
be the best approach. We still re- 
serve the right to turn the finished 
article down, if it does not meet the 
expectations aroused by your letter 
of query. This happens rarely, how- 
ever. Most such articles, even if 
they are poorly written, have 
enough of the facts so that we can 
rewrite it into a usable piece. 

That’s all there is to it. Think of 
our typical reader. Organize your 
story in a way that will make the 
material most useful and most in- 
teresting to him. Send us a letter of 


MEYERCORD 


P A Ke Krams 


DRI-MARK ... is Meyercord’s newly perfected, custom-processed 
line of PRESSURE SENSITIVE signs and trade marks developed specifically 
for the requirements of durable Truck Signs, Window Signs, Nameplates, 
and Product Markings for indoor and outdoor use on both light and heavy 
equipment. These startling new films include: 


wenn 
YH Meaty 


f 


These high tensile strength PRESSURE SENSI- 
TIVE films and laminates give the greatest pos- 
sible latitude and flexibility to the Meyercord line 
of products, adaptable to all of your sign needs. 

DRI-MARK Decals are processed with Meyer- 
cord’s own exclusive PRESSURE SENSITIVE ad- 
hesive—another development of the firm that for 
64 years has maintained the world’s undisputed 


. 
leadership in development and production of 
i. Decal products. 


0 seve Meyercord’s in-plant Research, Art, Production 
UTDOOR PaPeR —_——> ®& and Service facilities assure the most careful proc- 
essing and quality control. Remember, when it's 


e 
DR I-MA R K DRI-MARK it's MEYERCORD! 


i, BS 
MIRRO-cac peepee ht 
Cae tre with MEYERCORD 


DRI-MARK COLORGARD 70 


r Now... all Meyercord DRI-MARK films are protected by 
ei i COLORGARD 70... . Meyercord's exclusive laboratory- 
MIRRO-cat Vit =~ developed and perfected clear top coat—the toughest, most 
A murrorized vinyl Mylar* laminate durable coat yet produced for the Decal and transferable 
film industry. Thoroughly tested! 


DRI-MARK enamine 


-— es, —> 
CLEAR MYLAR lay * Whatever your sign needs, you owe it to yourself to 


*A DuPont polyester film investigate Meyercord’s complete line of products. Our 
(1 mil and 3 mil) factory trained representatives will be glad to assist you 
in selecting markings for any particular requirement. 


the MEYERCORD co. 


A ab if Dept. C-207, 5323 West Lake Street, Chicago 44, Illinois 


ATT SSCS SS SS SSS SSS SSS SSS SSS SS SSeS eee 


THE MEYERCORD CO. 
eve Dept. C-207, 5323 West Lake Street, Chicago 44, Illinois 


We are interested in the following: (please check) 
ae) 


()} Point-of-Sale signs () Nameplates and product markings 
[] Truck signs and lettering } (others) 

ELT 

letterhead 


CELT 


Name 
Firm Name 
Address 


City Zone State 
SS SS SS SSS SSS SBS eaeaeaanaanaaeaaa 
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create goodwill & SELL! 



















































































































































































































































































































































Full-Color 
catalog of 
the complete 





















































THE OAK RUBBER CO. 
227 Sycamore St. 













Ravenna, Ohio 
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We'll 


from then on 


query vive you the signals 

And more power to you! For the 
more readers who think of us when 
they have a story to tell, an idea to 
the 


can 


pass on, a position to discuss, 


higher our editorial standards 
be, and the more value you will get 
each issue of AR. And that’s 


our object in the first place 


out ol 


Note Worthy .. Among the greet- 
ing cards received during the holi- 
Henry 


Dreyfuss, which was simply printed 


day season was one from 


in black on a plain white card 

The text ran like this 
“You may or may not have 
noticed, among the many 
Christmas cards you received 
this season, that there was 
none representing our office 
Our best holiday wishes were 
with you, but we sent no 
card to prove it. Over the 
past years we have become 
more and more conscious of 


the extravagance involved in 
the exchange of Christmas 
cards, and we have decided to 
substitute a check to a charity 
each yeat 

Will 
this 


oul 


you therefore’ accept 


note as an expression of 


good wishes for future 
and fon 


Years to 


Christmas holidays, 


many many New 





come a 


Twenty Bucks . . 
Graphic 


Somebody at 


Service, a Dayton direct 
mail agency, came up with the idea 
that the agency should show its ap- 
20th 


sending each a $20 


preciation to customers on its 
anniversary by 
bill 

Boss John Yeck 
how this might be a bit expensive, 
but not 


man allowed as 


being one to throw away 
any idea without exploring its pos- 
sibilities, he let his people go to 
work on a revised plan. 


Net 


customers a 


result: a contest giving two 
win $20 


Customers and friends just 


chance to 
aplece 


had to fill in the last four numbers 


on the bills to be given away. The 
two coming closest got the bills, 
which were picked up at a local 


bank just before judging 
One puzzler: of the 
turned, 12% from 


cards re- 
the 

recipient. 
think 


secretaries to 


were 
the intended 
did the 
that many 
the chance at the twen- 


secre- 
taries of 
Question: 
enough of 


bosses 


give them 
ties? Or did these secretaries “for- 
get” to let the boss get in on the 


» 
act 


Complete Letterhead . . It seems 
too obvious to overlook, but at least 


one subscriber is using a letterhead 





without the name of his city on it 
This was called to our attention by 
two recent advertisers who got a 
letter of inquiry, but didn’t know 
where to send the information. They 
forwarded the copy of the request, 
on the original stationery, and sure 
enough, the street was there, and 
so was the telephone number, but 
no city, no state 

Our files were of little help, since 
all of our names are filed geograph- 
ically, for ease in meeting postal 
procedures. But the telephone com- 
pany came to the rescue. The very 
obliging people there were able to 
pin down the city, using the tele- 
phone exchange and a fine sense of 
intuition. 

So our reader will get answers to 
at least two of his inquiries, from 
those companies who had enough 
interest to do something about it 
The that nothing is too 
obvious to be checked 44 


moral is 














MAY, 1960 


June 1-Sept. 1 


Baking Soda Bath Season sponsored 
by Church & Dwight Baking Soda, 70 
Pine St New York 

June 1-30 
National Recreation Month spon 
sored by the Natl Recreation Assn., 8 


W. Eighth St.. New York 11 


Dairy Month sponsored by Ameri 
ean Dairy Assn., 20 N. Wacker Drive 
Chic ago 6 

Portable Radio Month sponsored 
by Natl. Carbon Co., c/o Nelson Sykes, 


William Esty Co., 
York 17 


Vational Ragweed Control Month 
sponsored by Air Pollution Control 


100 E. 42nd St., New 


League, 2901 Union Central Bldg., Cin 
cinnati 2 

June 4-11 
Let's Play Golf ; sponsored by The 
Sporting Goods Dealer, 2018 Washing 
ton Av., St. Louis 3 

June 5 
Shut-In’s Day sponsored by Shut 
In’s Day Assn., Greenwich, N. J 

June 6-13 
Vational Homemakers Week spon 


sored by Homemaker’s Forum, 527 
Madison Ay., New York 
June 12-18 


Fraternal Week 
Fraternal Congress of 


Wacker Dr., Chicago 1 
Vational Flag Week . 


. sponsored by t 
America, 35 E 


sponsored by 








IDENTIFY and BEAUTIFY with... 


Printing Inks, such as our Split-Sec Blue #U-71007 can give your product, 
package or promotion that blue chip look. And it’s a sure bet that you'll be 
the winner as a result. 

There are many other ways in which printing inks can add to your message. 
For instance, the reverse side of this sheet shows how a combination of 
Split-Sec Orange # U-71006 and Black #ER-3828 puts more life and action 
into an illustration. 

And, if you want to find out how printing inks can help you put more life 
and action into your printed materials — to help attract and hold customers— 
we'd be glad to tell you about our complete line of GPI letterpress, litho- 
graphic, gravure and BBD flexographic inks. Simply call or write. 


GENERAL PRINTING INK 


DIVISION 


Sun Chemical Corporation 
750 Third Avenue, New York 17, N.Y. 


Branches in all principal cities 


Paper: Cantine’s M-C (for Martin 
Cantine) Folding 


Negatives: Beck Engraving Co., 
Philadelphia 


Plates: Vitaplate by Imperial Type 
Metal Co 


Dow-etched with VitasolV on Master 
Etching Machine 


Printed during the 1959 Graphic Arts 
Exposition on a 21” x 28” Original 
Heidelberg two-color cylinder press 
at 3,500-4,000 sheets (7,000-8,000 
impressions) per hour 


GQ 


Zap 





This insert is printed on Can- 
tine’s M-C Folding, 25x38-80 
(160M). 


Photos by Sarra, New York. 
Courtesy Southwestern Bell 
Telephone Co., and Gardner 
Advertising Co. 


120 screen halftones by In- 
dustrial Engraving Co., Inc., 
Easton, Pa. 


Inks by General Printing Ink 
Co., Div. Sun Chemical Corp. 


Printed during the 1959 
Graphic Arts Exposition on a 
21”x28” Original Heidelberg 
two-color cylinder press at 
3,500-4,000 sheets (7,000- 
8,000 impressions) per hour. 


Basis 25x38 28x44 35x45 38x30 


70 140 182 232 86280 
80 6160 268 320 
100 200 


Basis 20x26 23x35 26x40 


60 186 240 
80 248 320 


Zee TO use talkin 


What’s needed is ACTION! And here you ean get it! Here you can see it 


bn 
oN 


... faster-running presses, turning out two colors in the space and time 
of one .. . faster-running modern coated papers . . . faster-running, 
quick-setting brilliant inks. With such modern equipment and materials 
you can get higher production, higher quality, higher profits—without 
increasing prices. This is PROGRESS! 


THE MARTIN CANTINE COMPANY = Saugerties, N.Y. 


Specialists in Coated Papers since 1888. 


TEXT AND COVER 





The Star Spangled Banner Flag House 
Assn., 844 E. Pratt St.. Baltimore 2 


June 14 
Flag Day 


tion) 


(Presidential Proclama 


June 19 


Fathers Day sponsored by Natl. 


Father's Day Committee, 50 E. 42nd St., 
New York 17 


June 19-26 
Vational Bow Tie Week sponsored 
by The Bow Tie Club Ltd. P.O. Box 
1194, Church St. Sta., New York 8 


June 21-28 
National Humor Week sponsored by 
the Society for The Revival and Preser 
vation of the Pun, Box 835, Grand Cen 


tral Station, New York 1 


June 27-July 4 


Oth State Fair (Hawaii) 


onventions 


All meetings listed here are annual 


conventions, unless otherwise described. 


MARCH 


2-4 Gravure 


Technical Assn. Com 
modore, New York 


2-8 {dvertising Spec ialty Natl 


{ssn 
Palmer House. 


Chicago 


3-7 {dvertising Specialty Guild, Con 
rad Hilton, ¢ hicago 


6-9 Vational Elect 
Ambassador, | Os Ange le s 


8-9 .. Pa kaging Assn. of Canada. Natl 
Packaging Conference, King Edward, 
loronto. 


6-10 . . National Business Publications. 
Boca Raton, Fla 


6-10 . Store Equ pment Exhibit, Trade 
Show Building, New York 


20-24 Canadian Assn. of Radio & 
Television Broadcasters, ( hateau Fron- 
tenac, Quebec 


20-25 {merican Society of Photo 


grammetry, Shoreham, W ashington 


21-25 Master Photo Dealers & Fin 
ishers Assn., Kiel Auditorium, St. Louis 


22-23 


{me rica 


Folding Paper Box {ssn ol 
Ambassador, Los Angeles 


27-30 Vational Paper Trade Assn 
Inc.. The Waldorf-Astoria, New York 


28-30 {dvertising Essentials and 
Vational Sales fids Shou 


{dvertising 
Trades Institute 


Biltmore New York 
APRIL 


4-6 — National Pa kaging Conference, 
Convention Hall, Atantic City 


4-7 . 29th National Packaging Expos: 
tion, American Management Assn., Con 
vention Hall, Atlantic City 


4-7... Natl. Premium Exposition, Pre 


mium Advertising Assn. of American, Navy 
Pier, Chicago 


13-16 . 4{merican Public 
{ssn.. The Greenbrier, White 
Springs, W. Va. 


20-27 Interpack °60, German Ma 
chinery Manufacturers’ Assn., Dusseldorf, 
Germany 


Relations 
Sulphur 


21-23 {merican Assn. of Advertising 
{gencies, Boca Raton, Fla. 


22-23 {merican Film Festival, Edu 
cational Film Library Assn., 


Barbizon 
Plaza, New York 


25-27 Spring Technical Conference 
& Exhibition, Intl. Assn. of Electrotypers 
& Stereotypers Inc., Sheraton-Gibson, Cin 
ecinnath 


25-27 . . . Sales Promotion Executives 
{ssn., Astor, New York 


25-28 ... Lithographers & Printers Natl 
fssn., Boca Raton Club, Boca Raton, Fla 


27-28 ... International Advertising Assn 
Roosevelt, New York 


MAY 


1-7 . . . Society of Motion Picture and 
Tele sion 


Angeles 


Engineers Ambassador, Los 


3-7 . . . Advertising Services Exhibition 
Exhibition Hall, Harrogate, England 


5-8 . . . National Art Materials Trad: 
{ssn., Edgewater Beach, Chicago 


5-8 ... Natl. Assn. of Photo-Lithogra 
phers, Conrad Hilton, Chicago 


Pau a «« Natl. Conference, The Society 
of the Plastics Industry Ine.. 


Queen ol 
Bermuda en route 


8-10 . Magazine Publishers Assn., Vhe 
Greenbrier, White Sulphur Springs, W 
Va. 


12-13 


{merican 


Special Marketing Conference 


Management issn Drake 
Chicago 


13-14 Point-of-Purchase Advertising 
Institute, third annual meeting, Mayflower, 


Washington 


15-18 ... Business Aids Show, Natl. Sales 
Executives, Statler-Hilton, Buffalo, N. Y 


23-25. 
tising 


Fla 


. . Association of Railroad Adver 
Managers, Diplomat, Hollywood, 


23-25 Research & Engineering 
Council of the Graphic Arts, Biltmore, 
Dayton, O 


23-26 Design Engineering Shou 
Coliseum, New York 


29-June 1 . {dvertising Federation 
of America, Waldorf-Astoria, New York 


JUNE 


5-8 ... Assn. of Industrial 
Show, Shoreham, Washington 


{dvertisers 


5-9 Vinth Natl. Plastics Exposition 
The Society of the Plastics Industry Ine 
Coliseum, New York 


5-9 . . . SPI National Conference, The 
Society of the Plastics Industry Inc., Com 
modore, New York 


5-9 International Convention, Ad 
vertising Federatioa of America, Astor, 
i 


New y or k 


6-10 .. . Intl. Advertising Film Festival, 
Venice, Italy 


19-23. . . Fall & Christmas Market 
Week, National Assn. of Display Indus 
tries, Trade Show Building, New York 


20-22 .. . Technical Assn. of the Graphic 
{rts, Park-Sheraton, Washington 


Silver Anvil Awards 
Sponsored by the American Public Rela 
tions Assn., 1010 Vermont Av., NV 
Washington. Outstanding public rela 
tions programs of 1959 will be awarded 
Silver Anvils and Certificates of A 
chievement. A variety of categories are 

open for entries. 
Closes March 1, 1960 


Trucking Advertising 

Sponsored by Customers Relations Coun 
cil, American Trucking Assns., 1424 16th 
St. NW, Washington 6. All trucking com- 
panies are eligible to submit in three 
general groupings: best over-all adver 
tising campaign; direct mail advertising: 
space advertising. The last two categories 
have two divisions, one for campaign, the 
other for single unit. 

Closes March 15, 1960 


A.1.A. Best Seller Awards 
Sponsored by Association of Industrial 
{dvertisers, 271 Madison Av., New York 
16. Open to advertisers and agencies de 
scribing and documenting campaigns 
which have been successful in aiding 
the marketing of goods or services to 
business or industry. Only material that 
appeared during the calendar year of 
1959 may be included. Entry fee is $15 
for each entry. There is no limit to the 
number of entries any advertiser may 
submit 
Closes March 31, 1960 


Car Card Awards 

Sponsored by Natl. Assn. of Transporta 
tion Advertising Inc., 10 E. 43rd St., 
New York 17. Monthly competition 
open to advertisers, agencies and graph- 
ic arts leaders for best car card of the 
month. Winning entry will be picked 
from a different city each month from 
among car cards submitted by NATA 
members, agencies and _ advertisers 
throughout the country. Best of monthly 
winners will receive award for the out 
standing car card of the year. 

Closes monthly 


Printing 

Sponsored by Peninsular Paper Co., 
Ypsilanti, Mich. Entries may be sub 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three 
awards 


winners will receive 


Closes last day of each month 
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do you work ona 
drawing board, 
too? 


for just a few bucks, you 
can lick the most annoy- 
ing inconvenience we ve 
all had to put up with 
for years 


if you prepare layouts, paste-ups, 
finished art, mechanicals or dummies, 
you'll know what I'm talking about. 
No matter what you've ever used 
as a working surface on your draw- 
ing board, within a day or two it’s a 
mess. Illustration, mat or any other 
kind of cardboard soon begins to 
peel, chip, blister, buckle or get so 
soiled you've just got to replace it 
regularly. 

One day |! accidentally discovered a 
unique material that would stand up 
indefinitely to the worst abuse | could 
give it. No amount of razor-blade cuts 
would ruin the surface because this 
material ‘“heals"’ itself. You can wash 
it with soap and water, it won't peel, 
buckle or blister. Water colors, even 
india inks, wash right off. Masking 
or cellophane tapes lift right off as 
if it were glass. It’s even tougher 
than shoe leather and as resilient as 
rubber. 

When | spread the good news about 
this material in the ‘‘How | Solved It’ 
column of this publication, | was 
flooded with mail asking where this 
stuff could be bought. Since it’s an in- 
dustrial product, no art supply dealer 
or other retail store carries it. Eventu- 
ally, several other practitioners of our 
ulcerated (but beloved) profession 
talked me into setting up a mail or- 
der business to make this material 
available to the graphic arts trade. 
So here |! am, selling it. 

Whether or not it was sound advice, 
| won't know fill | figure out my 
profits (if any) at the end of the 
year. All | know is that I’ve made a 
lot of guys happy. After furnishing 
those jokers with sheets of this ma- 
terial for their own use out of my 
private stock, they began spreading 
the word like mad. Orders are pour- 
ing in from practically every artist 
who has seen these sheets in use on 
those drawing boards. 

When you compare the cost of a sheet 
of PERMA-TOP (that's what I've 
named the stuff) with the cost of the 
dozens of sheets of illustration board 
or other materials it will outlast, 
you'll realize that it’s a bargain as 
well as a convenience. 

At present | can offer PERMA-TOP 
sheets only in standard drawing- 
board sizes. If your board is an in- 
between size, simply order PERMA- 
TOP in the next larger size and trim 
it down with a studio knife. 


Prices: 


36x48" - $12.50; 24''x36" - $7.25; 
21x26" - $6.25; 16"x21" - $5. 


Please send payment with order. Sorry, 
no COD's. Money-back guarantee. 
Make check payable to: 


LEO LESLIE 


JACKSON DRIVE, WAYNESVILLE, N.C. 
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FSOLVED If 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTs will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Overhead Projection 
Solves Visual Problem 
We had tried several methods of 


visual aid presentations 
schools, 


for our 
meetings, dis- 
tributor training and internal pro- 
grams with little success. 

Opaque projectors lacked effec- 
tiveness, large charts and posters 
laborious in creation and 
clumsy in handling, and small slides 
were limited to direct photography 
or otherwise 


sales sales 


were 


resulted in a_ costly 
procedure. 


We found 


head projection. 


our solution in over- 

This system allowed the speaker 
to maintain contact with the 
audience and to operate the projec- 
tor which projects the colorful slides 
on a screen behind him at his dis- 
cretion. 


close 


One of the distinct advantages of 
this system is the 
internal slide preparation. Line 
drawings on vellum or translucent 
paper are used as master positives 
in processing slide film in our stand- 
ard amnonia developing blueprint 
machine. Photographs and existing 
artwork shot for translites or 
positives and then used as masters 
in processing the slide film. 

This slide film is available in nine 
colors and may be used as overlays 
in multi-colored slides. 

Dennis A. CLARK 

Advertising Dept., Industrial 

Products Div., Warner Electric 

Brake & Clutch Co., Beloit, Wis. 


convenience of 


are 


Four Foot Modules 
Allow Flexibility 


Several months ago, we were 
faced with a problem in construct- 
ing and designing a new display. 
We decided to have a 20’ display 
made for use in trade shows. Our 
older displays were designed for 10’ 
exhibit but we wanted this 
one to be as flexible as possible. In 


areas, 


designing this unit certain dimen- 
sions were established for us by the 
size of our fluorescent lighting fix- 
tures. We wanted to display stock 
items, the smallest of which is 
normally four feet in length. Since 
our lighting fixtures were recessed, 
ceiling mounted or suspended, we 
wanted flexibility in the display to 
allow us to change the mounting 
arrangements. 

We solved our problem by making 
the display in four foot modules 
which enables us to use booth space 
of any size from four to 20’. The 
ceiling was constructed of ell irons. 
This allows us to mount 
cessed fixtures in the ceiling by 
having them rest on these supports 
For ceiling mounted fixtures ply- 
wood is dropped into the 2x4 ceil- 
ing openings to simulate a plaster 
ceiling and the fixtures are attached. 
For suspending fixtures recessed 
boxes were made to fit the ell irons, 
thereby affording us the opportu- 
nity to suspend 
their being too low. 

On the back wall, shallow rec- 
tangular units were mounted, al- 
lowing interesting design to be 
paired with product display. The 
company identification is on the face 
of the standard plastic enclosures 
of these fluorescent 

The display is packed in 
crates with two four foot sections 
in each, and one crate containing 
one four foot section. This gives us 
the flexibility we wanted, not only 
in shipping, but also in erecting the 
display. 


our re- 


fixtures without 


fixtures. 
two 


JAMES L. PERABO 
Assistant Sales Promotion Man- 
ager, Day-Brite Lighting Inc., St. 
Louis 


Scrap the Scrap-Books 
For Card File Idea 


Scrap-books containing tearsheets 
of advertisments, leaflets, etc. and 
the results they obtained are sat- 
isfactory only as long as they do not 





L ANEW ORLEANS 


Best source of Service on Plastics... 


“= AUTHORIZED 
PLEXIGLAS 


There are one or more Authorized PLEXIGLAS® Dealers at 
every city shown on the map. This means convenient service 
no matter where you are located. In addition to complete 
service on PLEXIGLAS acrylic plastic, your Authorized 
PLEXIGLAS Dealer can serve you with other plastics and a 
wide range of accessories. He makes prompt deliveries. 
He is qualified to help you with fabrication and technical 
information. His stock includes almost any size and thick- 
ness of PLEXIGLAS in clear, colored, patterned and corru- 
gated sheets. Look for his name under PLEXIGLAS in the 
Plastics section of telephone directories in major cities. 


DEALERS 


Ra Chemicals for Industry 
ROHM ¢& HAAS 
2 Ne 


COM PANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


In Canada: Rohm & Haas Company of Canada, Ltd., 
West Hill, Ontario 
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gather dust due to difficulties in 
ever finding anything in them. 


a A far better plan for us is ou 
Next Month im sw ih filing card system. We have a filing 
bi card, in alphabetical order, for each 
a — medium. This card, back and front, 
is divided into four columns with 
one for each year. 
How to Buy Here we place date and type of 
operation, cost, key number and 
BALLOONS percentages result. In this way the 
data from any medium during four 
years can be turned up by a flick 
Third in AR’s Advertising Buyers Guide se- through the card cabinets. 
ries, this comprehensive article will prove of With four years’ results available 
in one quick look, the card not only 
value to everyone who has ever bought a is easier to check but also offers an 
balloon, or ever expects to buy one, with accurate picture of trends over the 
its buying hints, its background facts and —" Lb cudies 3a alaieel 
© a company with varied adver- 
its list of suppliers. tising activities, the card index sys- 
CORRE RRR EEE R ORE E EOE E THERE R REET EERE Eee eee eee: tem of media can be most enlight- 
: ening. 
R. S. Lyons 
George Newnes Ltd. 
Essex, England 


Re-Recording Rights 
Tapes at Wrong ips 


Trains in Catalogs Floors in Trailers 


We received a tape from our ad- 
: vertising agency which was to be 
To promote dealer promotion, played in a meeting that was already 
Armstrong Cork, in its 100th in progress. When the tape arrived 

. . re found that it had been recorded 
year, is covering the country we found that it had been ordec 


at 15 ips. The recorder we have was 
with mobile exhibits. only capable of playing tapes at 334 
ips and 714 ips. As there was no time 
to send out the tape to be re-re- 
corded, I solved the problem by 
How to playing the tape on one machine at 
71% ips and re-recorded it on a sec- 
Photograph ond machine at 334 ips. When the 
Roofs second tape was re-played at 7% 
ips everything was at the right 
speed and the meeting went on 

without a hitch. 


When the Carey Manufacturing Co. wanted pictures of its product in use, A reverse procedure could be used 
. if a tape was received which had 
it faced many problems. Not only were its customers scattered from New been recorded at 17% ips. A problem 
England to Hawaii, but the products themselves were neither photogenic like this is not too frequent. How- 

iene fere’s whet & dit h h ever, being able to handle it in this 
nor convenient. here s what it — and its cameramen — went through. way saves trying to get it done out- 


Cocccnecccccceccececncscoccnesscccoceuenccenececceccceccccccccecccccesccescenes: side the company when time is at a 


One of America’s most popu- 
lar catalogs is for Lionel Elec- 
tric Trains, and it is produced 
by Lionel’s own staff. 


premium. There is some loss in the 


Abstract over-all fidelity, but for most appli- 


cations fidelty will be adequate 


Packaging 
cP& & Cheesecake 


BOWES & oa 
a 


Cheesecake 


J. R. PFOTENHAUER 


oe ' Assistant Advertising Production 
pubic show fo Manager, S. C. Johnson & Son 


sell health used Inc., Racine, Wis 
the transparent 


woman as the 
keynote of the Damp Sponge Helps Keep 


Ruling Pen Free Flowing 


Bowes products 


put pretty girls 


: on its packages, 
si even though con- 


ceeeneaey sumers rarely get 


to see what they whole promotion 


are purchasing. campaign. 


To keep a ruling pen free flowing, 
keep a small flat piece of well- 


COCR RETR RRR RETR EERE REE EE EEE REESE ETRE TREE TEER T TERETE REET ERSTE Tee Bee moistened sponge nearby. When ink 
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clogs, merely touch the tip of the 
pen to the moistened sponge and 
it will instantly be free flowing 
again. Sponge can be 
rinsed and used again. 


washed o1 


Joe CAREY 
Cambridge, Mass. 


Sales Promotion Idea 
Applied to Business Card 


I've developed point-of-purchase 
impact for my business card by 
putting a piece of double-faced 
masking tape on the back. 

With this tape the card can be 
affixed to the phone book, on a desk 
spot near the phone, the slide-out 
tray of a desk, a letter box, ete. 


ee" 3 | (PSS 
hi halt | a "3 
ry Dy 
p ee 

Not only does it serve as a con- 
versation starter, but—most im- 
portant of all—it keeps my card 
from becoming just one more in a 
pile of other business cards. 

As an artist and designer, I find 
this p.o.p. use of my business card 
quite helpful. 

Epwarp EINAR JOHNSON 


Hartford, Mich. 


Lettering Guide improved 
With Simple Idea 


In using a standard celluloid let- 
tering guide it is difficult to keep 
the letters in perfect alinement. 

The solution to this is a narrow 
strip of paper affixed to each end 
of the guide. Draw several evenly 
spaced lines across these strips. 
Lightly rule a line across your pa- 
per to one pair of these marks and 
use it, in connection with the marks 
on the guide, to keep the letters 
even at the bottom. 

GLEN F. STILLWELL 
Manhattan Beach, Cal 


Running Ink Stopped 
By Circular Buttons 


Ink running under triangles and 
rules can easily be prevented by 
applying the circular register but- 
tons to underside. They come com- 
plete with adhesive and can be ap- 
plied one over the other to raise the 
surface as high as one wishes. 

Icor BELINKOFF 

Allen, Lane & Scott, Philadelphia 


PRACTIMATION 


A new word, which means more than automation, 
for it is the custom-fitted application of today’s finest 


automation equipment to your particular needs... 


This announceme nt is a culmination of Friden’s years in integrated data 
processing. Friden’s assumption of responsibility for the most important 
phase of automation—its practical application. 

The first step to PractiMation is a critical analysis of your office. Second, 
an outline of objectives for increasing its efficiency (without personnel 


changes). Then, 


consult your Friden man. He is an expert, and has solved 


a good many problems like yours. His help can be invaluable. 

Next, you need equipment that can be used by your present employees 
without special training; equipment which is sane ‘ly priced, easy to install. 
And, above all, equipment which is expandable with your business. 


Here are some good examples: 


A. Friden SBT Calculator—the famous 
“Thinking Machine of American Business.” 
Touch-one-key simplicity. Performs more 
steps in figure-work without operator deci- 
sions than any other calculating machine 
ever develope ad. 

B. Friden COMPUTYPER® ( Model CTS) — 
writes and figures a complete invoice in one 
operation with virtually no operator inter- 
vention. Reads alphabetical or numerical 
data from punched tape, edge-punched cards 
or tabulating cards; a not pre-punched is 


entered through the typewriter keyboard. 
The Computyper CTS and any good typist 
make up an entire billing department. 

C. Friden JUSTOWRITER® —makes any 
typist a skilled type compositor. Automati- 
a provides secleuiensttecking composi- 
tion for offset reproduction. 


These are just three. Friden’s full line of adding 
machines, calculators, accounting machines, 
mail room equipment, and “‘Tape Talk’’ IDP 
equipment can fully automate your office. Call 
your Friden man today, or write directly to 
Friden, Inc. 


C) 1960 FRioen, inc 
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FRIDEN, INC. GAN LEANDRO, CALIFORNIA © SALES, 


INSTRUCTION, SERVICE, THROUGHOUT THE FREE WORLD. 
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IMPRESSIONS 


UMM Lee Zell 
to read this ad a silk screen 
ett ee mol mele, 
impressions* of, you 
name it... posters, over-wire 
Tee Ae hee ike Le 
counter cards, reprints, 
product tags, direct mailers 

. and these screen 
process printed pieces will 
be absolutely unbeatable 

for eye compelling, 
“buy-appeal” color! No 
other form of reproduction 
can compete with 
Toate oleele tte Leilale ML 
delivering the visual 
eyes ae oct oT 11 
P-O-P material to retailers 
. and your product to 


rola ee 


Screen 


‘all in your 
Call er today. 


Process Print 


'e a hel \ specialist 
He sc ” 


piu ate 


elp you - 
p-O-P mate 


who can rial. 


more effective 


* Modern siik screen presses deliver 
up to 2500 impressions an hour. 


NAZ-DAR 


4 COMPANY 
461 Milwaukee Ave. + Chicago, lil. 
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READERS 


Rebuttals from 
Tape Lovers 
(After Mr. Lawrence’s 


article (see page 68) in type, we 


sent copies to producers who were 


setting 


actively using tape, asking for their 
comments. We got them! Below are 
printed two, in part. Supporters of 
Mr. Lawrence’s position are invited 
to write us, as are others working 


in these fields Ed) 


@ We are sure that many parts of 
Mr. Lawrence’s statements are true 
Likewise, we know many are 
stretched to a point that one must 
decline an answer 
Since we are in the video tape 
business serving advertisers, adver- 
tising agencies, package producers, 
film producers, we would like to 
leave one thought with you. It is 
this: The purchaser of commercials, 
the advertiser, will ultimately de- 
cide which is to his dollar advan- 
tage, tape or film, and nothing we 
or Mr. Lawrence says will change 
his viewpoint 
ANTHONY M. HENNIG 
Vice president, Video Tape and 
Closed Circuits Sports Network 
Inc., New York 


© The vehemence with which some 
film producers are shouting about 
tv tape’s insignificance would better 
be applied toward developing a pos- 
itive and knowledgeable attitude to 
this revolutionary new production 
tool. 

The “threat” of tape is only as 
real as the blinders that generate 
such nonsense as “Tape is for com- 
mercials that require no_ special 
technique or creativity.” The sug- 
gestion that creativity, and the abil- 
ity to blend pictures, sound and 
advertising copy with skill, imagina- 
tion and high order professionalism, 
are the exclusive and restricted do- 
main of the “Mitchellmen” is as ab- 
surd as it is grossly presumptuous. 

Tape demands and uses the same 
creative ingredients but, unfor- 
tunately, also requires a catalog of 
techniques that are new to filmdom. 
Technological advance and change 
have been resisted, warned about, 
protested, cursed, depreciated, 


shouted at, maligned, sabotaged and 
even voted against since Archimedes 
overflowed his tub. This is not new, 
nor has it ever succeeded. 

We recently produced a series of 
difficult commercials for a national 
advertiser who had just completed 
the series on film and was dissatis- 
fied. He went to video tape because 
he sought better production control. 
All of the people involved, agency 
and client, checked every phase of 
the production—lighting, staging, 
composition, special effects, titling, 
etc.—on tv monitors; saw exactly 
what the home viewer would see, as 
it was being taped; made changes 
and corrections on set, and came 
away with a top quality product 
that had the final approval of all in- 
terested parties before they left the 
studio. The tapes were on the ai 
two days later. 

And before the limp “simple, 
stand-up” pennant is hoisted, let me 
hasten to point out that these com- 
mercials contained tricky product 
demonstrations requiring separate 
set-ups, special effects, lighting cues, 
prerecorded track and fairly com- 
plex editing. Also, they were con- 
structed around a theme and mood 
that had not emerged when the 
previous film production was finally 
sewed together. 

A growing tide of agencies and 
advertisers are daily discovering 
that tape, coupled with top creative 
and production talent, offers a new 
and improved method of creating tv 
commercials. Our colleagues who 
“intend to get into tape eventually” 
should not indulge in obvious and 
futile dyke-building in the interim. 

Georce K. Goutp 

President, NTA Telestudios, New 

York 


(These columns are open to further 
discussion of this important debate 
between tape and film, from pro- 
ducers, from agencies, advertisers, 
or even the final goal—the viewer 


Ed.) 


ABC and D 


@ In J. Homer Winkler’s article, 
“The ABC of Duplicate Platemak- 





Here are but a few 
of the thousands 
of ways in which 
manufacturers 

are profitably 
using AVERY 
LABELS today 


a jumph of innovation 
Ws 


POX 


; bE 
~ i 


Vi 


Pioneering pressure-sensitive labeling marked a dramatic departure from less 
efficient methods. But originating these handy, self-adhesive labels was only part 
of it—applying them was another story. Avery wrote it by designing an entire series 
of manual and automatic dispensers to help apply these time-saving labels with 
effortless ease. 


Now Avery’s Automatic Labeler represents a giant step in the evolution of pressure MAY WE SEND 


sensitives. Developed to apply labels in exact register, it is capable of dispensing up 
to 200 labels per minute on packages, film surfaces and products. Its proven ability 
for labeling everything from cosmetic cases to food cartons already has established 
it as a solid success. 

The Avery Labeler is only one of several highly efficient labeling machines in- 
troduced by Avery to meet particular requirements the world over. A versatile new 
Avery imprinter can deliver up to 7000 impressions per hour, providing perfect 
register on all types of Avery pressure-sensitive labels, paper, film and metal foil. 


If you mark, label or identify anything, it will be worth your while to investigate 
this quality line of time-saving manual and automatic labeling equipment. For prog- 
ress in pressure-sensitive labeling, look to the leader—that’s Avery: worlds ahead! 


Avery's streamlined packaging system, based on standard one- 
piece boxes with black polka dots on vivid yellow background, 
is designed to improve recognition and reduce handling...in 
office, plant, and store, A real packaging innovation—and 
another Avery first! Write for Avery's general catalog and new 
brochure on Avery Metallics now! 


AVERY LABEL COMPANY a division of Avery Adhesive Products Inc. 


1616 South California Avenue, Monrovia, California 


SAMPLE AVERY 
LABELS? 
Removable KUM-KLEEN 
and PERMA- 
GRIP labels are both 
available in practically 
ony material including 
1, aluminum, acetate, 
film, kraft, fabric, 
metallic coated or special 
stocks of many types. 


AVERY LABEL COMPANY Div 

117 Liberty St., N. York 6 © 608 So. Dearborn St., 

Chicago 5° 1616 So. Calif. St., Monrovia, Calif. 
Please send free Include KUM- 


METALLICe brochure, Grip sample labels. 
Name — . 

Company 
Address 


0 


Zone —_____. Kate —__. 
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iil) ip -» SIMON INTRODUCES 


HEAT - SEALED 
VINYL COVERS 


WITH THE EXCITING NEW 


Electronic recHnique 


@ /n Brilliant Silk 
Screen Decorations 


@ Scores of Vivid 
Surface Textures 

@ Suitable For Catalogs 

@ Presentation Binders 


@ Parts & Instruction 
Manual Covers 


FREE LAYOUT..... 
DESIGNING SERVICE 


Ideas and samples 
submitted without 
cost to you. 


PRODUCTS CO. 


SINCE 1928 


3211 W. Grand Ave., Chicago 51, Ill. 
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ing’ (AR, January), he says under 
the subtitle Plastic Plates, “A devel- 
opment that is badly needed in this 
field is that of a plastic, less expen- 
sive than present materials, but with 
the same resistance to wear. It 
permit premounting, pre- 
makeready, and preregister of a 
multiplicity of plates into 
units.” 

We make a plate called “Thermo 
Plate.” It is less expensive than 
electros, is more duvable than elec- 
tros and 


should 


large 


regular 
premounted and 


plastics, can be 
preregistered in 
multiplicity of plates into large units 
and it can be tooled or hand-fin- 
ished with proper tools. It is not 
affected by heat, typewash, or sol- 
vents 
Dave RuscH 
Vice President, Merchants Matrix 
Cut Syndicate, Chicago 


It’s True, too 


® Because of the nature of ApbvErR- 
rTISING REQUIREMENTS constructive 

‘ditorial content, it struck me that 
you would be more than casually 
interested in the enclosed ad proof 
[showing our’ entire’ personnel] 
published by the San Gabriel Val- 
ley Daily 
24. 

The average publisher all too 
often takes for granted the standing 
he has built up within his com- 
munity. In turn, the 
tends to take for 
portant 


Tribune on December 


community 
granted the im- 
rendered by its 
key news and local advertising me- 
dium 


services 


I feel sure that you join me in the 
hope that more publishers will un- 
dertake to “sell their place unde 
the public sun.” 

WituiaM K. Op. DykE 

Manager Marketing Research 

and Promotion, San Fernando 

Valley Times, San Gabriel Val- 

ley Daily Tribune, Santa Mon- 

ica Evening Outlook, Cal 


They Agree 


® We found your comments on 
sales contests this month (AR, Jan- 
uary, p. 7) to be of great interest 

Because this is a message we 
have been trying to get across to 
our clients and prospects for years, 
we would like to reprint the three 
paragraphs in our monthly news- 
letter, “Ideas for Action.” 

A copy of it is enclosed. 

Ray KILLesrew 
Program Director, Maritz Sales 
Builders, St. Louis 


@ 
/NFORMATION 


oon soe 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so 
new companies are 
field—almost 


many 
entering the 
every day, it seems 

that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in 
quests .. .Ed. 


response to these re- 


Coffee Packets 


© We are in the midst of preparing 
a direct mail piece in which we are 
contemplating using an instant cof- 
fee packet (one cup size), and we 
hope you can furnish us with a list 
of suppliers and/or price lists for 
these packets. 

We are interested in getting 
prices for thousand lot quantities, 
brand immaterial. Can you help us 
out? 

Don R. LAMB 

Advertising Department, Asso- 

ciates Investment Co., South 

Bend, Ind. 


(Our files contain the names of two 
specialty packers .. . Ed.) 


Rural Mail Boxes 


® Do you know of a source where 
we can purchase rural mail boxes in 
wholesale lots, or possibly a scaled- 
down replica of one? 
Leo V. Cours 
Audience Promotion Mgr., WCAU, 
Philadelphia 


(A source for list for the replicas is 
on the way. If you prefer life-size 
omnes, try the local hardware dealer 


. Fd.) 


High Fashion Women 


@ Will you kindly send me names 
and addresses of sources for high 
fashion stock photos of women? 
Miss M. I. Crase 
Advertising Dept., P. W. Minor & 
Son Inc. Batavia, N. Y. 





fon Printing of Pearl-like “Perfection . . . 


BEChRE TT 
BRILLIANT 


OPAQU FE 






ee 


ee 


2.a: One who or 
that which is very choice 
or precious; the finest or 


noblest specimen or class. 





—WEBSTER’S NEW INTERNATIONAL DICTIONARY 





BEChHRE Ir 
BRILLIANT 


OPAQU E 


isa titanium-filled, premium quality offset paper, noted 
for its sparkling-clear whiteness and its singular 
freedom from show-through. 

Its superiority is quickly seen in the way it enhances 
the pigments of printed inks. Brilliant printed effects 
become routine. Photographs, both black and color, 
reproduce with fidelity; type impressions are sharp. 

Because its super-whiteness is matched by its super- 
opacity, in many cases one weight lighter of Beckett 
Brilliant Opaque than of standard offset paper may 
be used. 

Try Beckett Brilliant Opaque on your next quality 
job. Or, make a split run with Beckett Brilliant Opaque 
and any standard offset sheet, and you'll get a con- 
vincing demonstration of the superiority of this famous 
super-quality grade. 

In addition to Vellum, it is supplied in Halftone, 
High Plate and a variety of embossed finishes; in five 
book paper weights—S0, 60, 70, 80 and 100 lb.—and 
in four cover paper weights—SO, 65, 80 lb. and double 
thick. A request to your paper merchant or to the mill 
will bring samples to your desk. 


This insert was lithographed 
on a 42 x 58 one-color 
Harris Press. The rotation 
of colors on the face of 

the insert was Yellow, 
Red, Blue, Black. Press 
speed was 4000 impressions 
per hour. The stock is 
Beckett Brilliant Opaque, 
Vellum finish, 80 lb. 


THE BECKETT PAPER COMPANY > 
Makers of good paper in Hamilton, Ohio, Since 1848 





GPa 


for ADMEN 


e Bacon's Publicity Checker, 1960, 
published by Bacon’s Clipping Bu- 
reau, Chicago, 352 pages, $25 hs 
The 8th edition of this handy book 
is bigger than ever, listing more 
than 3,500 magazines, arranged in 
99 subject categories. Each entry 
includes name and address, editor, 
publication date, circulation, and 
which of 14 categories of informa- 
tion the magazine uses. 

According to the publishers, the 
new edition contains 3,601 changes 
in information from the 1959 edi- 
tion, including 138 changes in name, 
407 new addresses, and 82 discon- 
tinued. 

Revisions will be sent out to all 
purchasers at three month intervals 
to keep the annual up-to-date. 

Anybody who is required to make 
up release lists or to send out pub- 
licity material will find this book 
almost a necessity 


@ The 38th Annual of Advertising 
and Editorial Art and Design: Far- 
rar, Straus & Cudahy, New York 
for the Art Directors Club of New 
York, 314 pages, $15... As refer- 
ence pieces these hard-cover cata- 
logs serve their purpose to a certain 
extent. Obviously, no perceptive art 
director would be caught with a 
volume missing from his collection, 
including the 38th Annual. But the 
rising bullpen artist deserves mort 
direction 

This latest volume suffers from a 
malady common to the series. It ap- 
pears to have been put together by 
tradition and a committee. These 
annuals have been published each 
year since 1921 as a record of the 
best graphic art in the U.S. One 
keeps hoping to see a _ professional 
and exciting book from the masters, 
not something slapped together as 
an extra-curricular activity, how- 
ever fine the printing job. 

Instead, it offers no interpretation 
beyond a one-page introduction in 
which the highly blueish Ekta- 
chrome, the unfinished sketch ap- 
proach and the humorous and de- 
vious product advertising concept 
are mentioned as passports to artis- 
tic license. That five-paragraph in- 
troduction does make one telling 
point: “Lastingly good work will al- 


ways be derivative and a part of a 
slow process of evolution rather 
than a yearly revolution. Therefore 
the trend cannot be isolated but 
should be understood in context 
over a longer period.” 

In this book winning art and de- 
sign, as well as hundreds of also- 
rans, are relegated to comparatively 
relative unimportance in page after 
page of unexplained reproductions 
but with credits, and then comes 
copy on the exhibition, awards 
luncheon, verbless headlines, type 
blobs of jurors, officers, committees, 
members, some candid photos, many 
mug shots (it was ever thus), a 
back-of-the-book directory of ad- 
vertisers whose pages and spreads 
help pay the costs of such a publish- 
ing venture, and an index. 


@ Advertising Directions: Trends in 
Visual Advertising, Edward Gott- 
schall & Arthur Hawkins, Eds.; Art 
Directions Book Co., 19 W. 44th St., 
New York 36, 282 pages, $10 

“Sales promotion just isn’t practical 
for the average agency” is one pro- 
vocative statement in this book. 

In a chapter on the trend in sales 
promotion, Herb Lubalin, v.p. and 
executive art director, Sudler & 
Hennessey, explains why most ad 
agencies avoid sales promotion. 

“It’s obvious that a good half hour 
industrial film will demand a greater 
agency investment to produce than 
will a good one-minute commercial,” 
he writes. “The half hour film may 
cost some $15,000 while the minute 
spot runs $3,000. Both bring a 
17.65°,, commission on _ production. 
Although the half hour film leads 
in billing, the creative time in mak- 
ing it will probably cost far more 
than the income.” 

What’s to be done about it? 
Changes in attitude by the agency 
and in compensation by the client, 
he says. More agency attention to 
promotional material will follow be- 
cause it involves big ticket items 
close to the client’s heart. 

This book bills itself as the first 
critical reference of visual adver- 
tising. Co-editors are Edward Gott- 
schall, editor of Art Direction, and 
Arthur Hawkins, a consulting art 
director and designer and forme: 
president of the Art Directors Club 
of New York. 

Thirty authorities cover a wide 
range of topics, describing trends of 
the past 25 years in product adver- 
tising, media, advertising, illustra- 
tion, photography and design, and 
it offers a look into the future. The 
book has 800 illustrations. 

Among the specialists are many 
names familiar to the graphic arts 
field, including Herbert Rohrbach 


WANTED! 


... Opportunity to serve more 
advertisers who demand results 
from Point of Purchase displays. 


Well qualified supplier can con- 
tribute broad experience, gained 
from many successful programs, 
and extensive field research into 
dealer attitudes and space limita- 
tions for various kinds of outlets. 
References on request. 


Advertiser must be willing to work 
closely with supplier and furnish 
detailed information regarding 
product, its turn-over, mark-up 
and distribution, as well as specific 
objectives for display program 
under consideration. 


Exceptional opportunity for adver- 
tisers who understand the impor- 
tance of satisfying the retailer’s re- 
quirements in order to get good 
locations in crowded stores. 


For details write to: 
INDIANA WIRE 
AND SPECIALTY CO., INC. 


Daly and Shelby Streets 
Indianapolis 2, Indiana 


Designers and manufacturers of dis- 
plays from wire in combination with 
other matertals since 1945. 
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VENUS 


REGULAR 
ROMAN 


AND ITALIC 


VENUS 
VENU 
VEN 


VI 
VF 


Unrivalled beauty! Venus Regular is available in light, medium, 


bold and extrabold ¢ Venus Italic in light, medium and bold. 


For complete information write on your /etterhead to: 


BAUER ALPHABETS, INC. 
235 EAST 45TH STREET 


NEW YORK 17, NEW YORK - OXFORD 7-1797-8-9 


a flair for service... 


@ Creative artwork @ Publications “know-how” 
@ Fine color offset lithography @ Complete mailing service 
@ Quality letterpress printing @ Mats, stereos and electros 
@ Four-color separations @ Complete bindery 

@ High speed rotary presses 


Write, Wire, Phone The Midwest's 


Fastest Growing Printing House 


ebraska Farmer Company 


1420 P St., Lincoln, Nebr. 
Our 100th Anniversary Year Printers @ Publishers @ Lithographers 
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(direct mail), Karl Fink (packag- 
ing), Aaron Burns (typography), 
Georg Olden (tv), Gabryel de Mil- 
lion-Czarnecki (point-of-purchase ) 
and John Jamison (industrial ad- 
vertising). 


© Indexes and Indeaing, by Roberi 
L. Collison; John deGraff Inc., New 
York, 200 pages, $4.50 . . . One of 
the frequent problems among ad- 
vertising men is how to handle the 
mass of reference materials that 
most of us accumulate. Ads for 
products we might some day need, 
tearsheets of interesting copy or de- 
sign treatments we might borrow, 
descriptions of interesting cam- 
paigns we might some day adapt, 
speeches or articles which we might 
find useful—-these pile up in enve- 
lopes, folders and on desktops, but 
it becomes difficult to locate a par- 
ticular item you need. 

Many admen, through trial and 
error, have developed their own 
system of indexing. This introduc- 
tory volume, by a distinguished 
British librarian, is a good starting 
point for getting into the subject. 
Although the main emphasis is on 
preparing book indexes, there are 
chapters on handling other mate- 
rials. In particular, a group of three 
chapters discusses systems that have 
particular application to the mate- 
rials collected by admen. 

A guide to further reading will 
help readers in their search for bet- 
ter methods. 


@ Successful Writers and How They 
Work, by Larston D. Farrar; Haw- 
thorn Books, New York, 285 pages, 
$4.95 .. . In 1957, Mr. Farrar, a suc- 
cessful free lance writer for busi- 
ness and consumer magazines, wrote 
an excellent book with the in- 
triguing title “How to Make $18,000 
a Year Free-Lance Writing.” It sold 
well, and this book is, in a way, a 
sequel. 

It looks, however, as if it were 
an effort to capitalize on the earlier 
success by using up all the notes 
and materials that could not be 
worked into the previous volume. 
It is based largely on the answers 
received to a questionnaire sent to 
a group of varied writers, who have 
had experience in many fields, from 
popular songs to historical novels 
and business paper articles. It is 
difficult to draw any consistent pat- 
tern of guidance from their re- 
sponses. 

This was a good idea, and while 
there is some useful material in the 
book, as a whole it doesn’t quite 
come off. 





Advertising Requirements 


how to move 


an AGENCY 


You may be able to avoid the headaches of moving, if 


you learn from the experience of a man who has been 


through it all, and has worked up a checklist for you. 


By John K. Webster 
Public Relations Director 
Weber, Geiger & Kalat Inc 


Dayton, Ohi 


Planning to move your agency? 
Got the spot all picked out, lots of 
room, favorable rent, ideal layout? 
Closer to clients and_ suppliers? 
Modeling school across the street? 
Very good, but do you really know 
what you're getting into? 

Moving an advertising agency may 
not seem to be much different from 
moving any other kind of business, 
but that little difference can twang 
your ulcer, particularly if you’re a 
man who abhors details. 

Packing and unpacking are just 
two among hundreds of jobs you'll 
have to consider as Moving Day 
draws near. The only consolation is 
that you’re moving an agency and 
not a missile manufacturing plant 


> Having recently installed our op- 
erations in a handsome suite of 
offices in downtown Dayton known 
as the Herman Miller Building, we 
can speak with the voice of experi- 
ence. The distance between our old 
and new homes is a matter of seven 
city blocks, but our moving check- 
list was as long as if we’d moved to 
Cleveland 
One little 
was the addressing and mailing of 


matter, for example, 


about 500 change-of-address notices 
to clients, suppliers, and the hun- 
dreds of magazines received every 
month. 

And then there was the item of 
outmoded forms. The cost account- 
ing department wept as we dis- 
carded 2,000 envelopes, letterheads, 
invoices, publicity forms, et cetera 
ad infinitum. Their tears 
drowned some of our 
printers. 


nearly 
delighted 


But in the final analysis, this was 
merely martini-money compared to 
the greatest sacrifice of all. A leader 
is needed, a trouble-shooter, an ex- 
pediter, and this means that some- 
one from account exec’s row or the 
production department will have to 
abandon his useful vocation for an 
extended period which varies in- 
versely with the time left until M- 
Day. The less time, the more grief. 


» In order to keep the suicide rate 
as low as possible, it is advisable to 
establish a comprehensive schedule 
well in advance. Three months is 
not too early. 

It also helps if the expediter can 
read blueprints, for whether you’re 
moving into vast open-floor space 
or previously tenanted offices there 
are bound to be some structural al- 
terations that require attention 

Having 


offices custom-designed 


from the bare floor up—as we did 


te rere 


a “Ting teem town od 


adds some spice to the move. Our 
requirements were about 2,500 
square feet, and blueprints were 
drawn up early in the game by the 
new landlord’s architectural con- 
sultant. Since it was to be our home 
for at least ten years, every detail 
in the plans was carefully scru- 
tinized. 

Incidentally, the consultant has 
a rule of thumb that once the plans 
and “letter of intent” are satisfac- 
tory to both parties it takes about 
45 days to complete construction in 
the 2,000-3,500 square foot range 
and up to 90 days for 10,000 square 
feet. Your schedule should take this 
into consideration. 


> While we're on the subject of 
timing, it would be well to note 
that the modern trend is to week- 
end moves. In this way, Friday 
afternoon may disappear from the 
production schedule, but it can 
mean “business as usual” on Mon- 
day morning with a little luck. 
Truthfully, it will probably take a 
month or more before all the rough 
spots in your operation are buffed 
out, but important functions receive 
little interruption over the week- 
end. 

On the other hand, a weekend 
move means that your coordination 
must be perfect. When the moving 
van pulls up Friday evening to take 
on its load at the old spot, the car- 
penters, plasterers, 


carpet-layers, 
wall-papers, 


drapehangers, ete., 
should be on their way home after 
a job well done at the new. There 
will be enough wasted motion on 
Saturday morning without waging 
inter-trades battles over the same 
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square foot of space 

Working out the actual move de- 
tails with a competent moving firm 
is, of course, obligatory. How soon 
should the helpers arrive? About 
how many cartons will you need? 
Will the service elevator be avail- 
able at the right time? Who pays 
for the beer? Things like that. And 
what about those massive pieces of 
equipment that must have been in 
place before the walls were built? 
dismantled 
without messing up the whole op- 
eration? 


How soon can they be 


Then there's the ogre of house- 
cleaning and the oft-postponed de- 
cision to keep or not to keep those 
priceless, self-reproducing items ac- 
cumulated over the years ... old 
purchase orders, cancelled checks, 
tax forms, etc. Retention time va- 
ries on these, so better check with 
your accountant 

After you get through with the 
accountant, ring up each client in 
turn (if you have the intestinal 
fortitude) and try to get spot de- 
cisions on the retention or destruc- 
tion of old layouts, proofs, drawings, 
and miscellaneous papers. How 
many pieces did you find that were 
not locatable last week when the 
client asked for them, and you told 
him they were in HIS files? Can 
you remember to forget to ask him 
about these? Problems like that 

So you finally turn to your per- 
sonal files in various desk drawers 
and hiding places. More decisions. 
You'll probably end up by discard- 
ing most of those samples you've 
been hoarding for the last ten years 
“just in case.” 


> Anothe: 
is what to do about furnishings and 


aspect of housecleaning 


furniture. A good interior decorato1 
can be most helpful at this point. 
He may be able to save much of 
what you now have and blend it 
into the decor of the new offices 
It is also advisable to decide well 
in advance what can be spent for 
new items so the budget doesn’t get 
mangled when the decorator de- 
cides to stop saving and start sell- 
ing 

An early date for these decisions 
is recommended from the stand- 
point of coordination. You may have 
the misfortune of picking catalog 
items that are not in stock and be 
frustrated by delivery dates. It is 
not a god policy to have presidents 
sitting on orange crates and work- 
ing off bread boards on Monday 
morning, and vice presidents can 
also be uncomfortable in this po- 
sition 


> One effective method we used on 
M-Day may not be original but can 
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much _ back-tracking 
should you go through it yourself 
Each item in every old office was 
keyed by numbers and letters to 
rooms and spaces in the new home. 


save you 


Small items, of course, went into 


cartons, and these cartons were 
numbered; bookcases, desks, lamps, 
paintings and other 


wall decorations, typewriters, draw- 


files, chairs, 


ing boards, taborets—all had thei 
location pinpointed when the mov- 
ers entered the new building. Such 


a system can easily be worked out 
on a copy of the office’s master plan 

It’s true that many advertising 
agencies have moved and lived to 
advertise another day, but it might 
ease the burdens and 
somewhat if, 


tensions 
when that day comes 
for you, you can pull a compre- 
hensive checklist from your files 
and keep a running inventory of 
steps in the process of obtaining a 
new address. 

Perhaps a checklist like ours. 44 


32 Steps to Moving 


. Decide to move 

. Pick the spot 

. Select the expediter 

. Pick the date 

. Draft a schedule and a budget 

. Use up old forms 

. Consult draftsman for planning on: 
® individual space needs 

collective space needs 

electrical outlets 

lighting fixtures 

telephone jacks 

furniture placement 

closets 

file space 

special storage 

shelves 

bookcases 

other built-ins 


special effects 
@ special equipment 
. Approve plans 
. Mail “letter of intent” 
. Order month’s supply of aspirin 
. Call in moving company and decide 
@ date for packing 
@ date for moving 
@ date for unpacking 
@ special arrangements 
. Call in interior decorator 
. Establish color 
office 


scheme for each 


. Will you renovate or get new 
basic furniture 
special furniture 
drapes 
carpeting 
wall decorations 
® lamps and other flairs 
. Order new equipment above 
. Order month's supply of tranquilizers 
. Postpone moving date another two 
weeks 
. Check on state of construction or re- 
modeling 
. Check on co-ordination of work and 
furnishings 
. Re-evaluate moving date 
. Sign new lease 
. Cancel old lease 
. Make parking arrangements 
. Decide to rent, buy, sell, or transfer: 
® air conditioners 
® telephone switchboard 


@ miscellaneous large items 


® sundry smaller items 


25. Order new address placed on 


® letterheads 
envelopes 

personal stationery 
business cards 
invoices 

purchase orders 
space orders 
insertion orders 
news release forms 
other departmental forms 
copy paper 
presentation folders 
gummed labels 
matchbooks 

rubber stamps 


tax records 
@ whatever else we've left out 

. Check aspirin and tranquilizer sup- 

ply: re-order 

- Send change-of-address notices to 
@ all magazines received 

Post Office 

clients 

suppliers 

telephone company 

professional associations 

business associations 

other membership headquarters 

insurance agent 

hospitalization agent 

federal tax authorities 

state tax authorities 


Social Security office 
® company charge accounts 
. Correct your own advertisements in 
® magazines 
newspapers 
Yellow Pages 
other directories 
your brochure 
®@ self-promotion material 
- Make final revision of schedule 
- Notify all hands of revised schedule. 
. Establish housekeeping procedure 
®@ call accountant 
call clients 
reorganize files 
protect engravings 
pack with care 
take another pill 





To Learn about the Teenage Market. . . 


Ask the Teens 


If you want to sell your products to the 
$10,000,000,000 teenage market, you had better 


find out how they think and why they buy. 


By Dr. Shoi Balaban Dickinson 
Teen Research Consultant 
Los Angele 


Advertising designed to tap the 
nine-billion-dollar teenage market 
must be highly specialized in order 
to even approach the effectiveness 
of general consumer campaigns. 
Therefore, a disheartening number 
of the ads directed at this highly- 
individualized consumer group fail. 
purely because agencies cannot 
bridge the vast gulf between the 
culture patterns of a teenager and 
those of an adult 

Like all good sales communica- 
tion, it must be created with an in- 
timate understanding of the desires 
and values of those at whom it is 
directed. To draw another parallel: 
the best way to find out what kind 
of advertising sells teenagers most 
effectively is to ask them. 


> This my firm is doing through the 
‘Teen National Consumer Board, a 
rotating panel of 1500 youngsters 
drawn from subscribers to ’Teen 
magazine, a 


Petersen publication, 


which is also the sponsor of the con- 
tinuing surveys. The results are en- 
lightening—even startling. Keeping 
in mind the risks of generalization 
(and the fact that there are excep- 
tions to every rule,) I still can state 
that the “Teen studies prove the 
following principles apply to most 
advertising 
group: 


directed at this age 


1. Don’t try to talk to teenagers in 
your version of their current slang. 


2. Base your ads on sincerity, not 
sophistication. 


3. Appeal to the teenager’s personal 
needs and problems, avoiding ref- 
erences to the “whole family.” 


4. Use situational devices showing 
youngsters engaged in group ac- 
tivity—they are almost always more 
effective than those showing a singl« 
individual. 


S. Be sure the situation is one 
which the teenager (with his limited 
range of experience) finds familia) 
6. Avoid using 


picturing adults 


teenage mannerisms or language. 


7. Testimonials can be extremely 
effective, but choose the “person- 
ality” with great care. 


8. Romance (with the hint of mar- 
riage) can be most effective in ap- 
pealing to girls. 


8. For male appeal, stress the mas- 
culinity theme, avoiding any ref- 
erence to marriage or children. 


10. Keep copy 


simple. 


short and layout 


’ Good ads, created within the 
framework outlined above, can open 
a market which is expected to in- 
crease 50° in the next few years. 
Yet during this same period the to- 
tal United States population is ex- 
pected to increase only 23%. In 
1957, there were 16,000,000 teen- 
agers in the U. S. with an estimated 
buying power of _ ten-billion-dol- 
lars. By 1965, this population will 
have burgeoned to 24,000,000. 

An analysis of the data on which 
these ten principles are based casts 
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square foot of space 

Working out the actual move de- 
tails with a competent moving firm 
is, of course, obligatory. How soon 
should the helpers arrive? About 
how many cartons will you need? 
Will the service elevator be avail- 
able at the right time? Who pays 
Things like that. And 


what about those massive pieces of 


for the beer? 


equipment that must have been in 
place before the walls were built? 
How soon can they be dismantled 
without messing up the whole op- 


eration’ 


Then there's the ogre of house- 
cleaning and the oft-postponed de 
cision to keep or not to keep those 
priceless, self-reproducing items ac- 
cumulated over the years old 
purchase orders, cancelled checks, 
tax forms, etc. Retention time va- 
ries on these, so better check with 
your accountant 

After you get through with the 
accountant, ring up each client in 
turn (if you have the intestinal 
fortitude) and try to get spot de- 
cisions on the retention or destruc- 
tion of old layouts, proofs, drawings, 
and miscellaneous papers. How 
many pieces did you find that were 
not locatable last week when the 
client asked for them, and you told 
him they were in HIS files? Can 
you remember to forget to ask him 
about these? Problems like that 

So you finally turn to your per- 
sonal files in various desk drawers 
and hiding places. More decisions 
You'll probably end up by discard- 
ing most of those samples you've 


been hoarding for the last ten years 


“just in case.’ 


> Anothe: 
is what to do about furnishings and 


aspect of housecleaning 


furniture. A good interior decorato1 
can be most helpful at this point 
He may be able to save much of 
what you now have and blend it 
into the decor of the new offices 
It is also advisable to decide well 
in advance what can be spent for 
new items so the budget doesn’t get 
mangled when the decorator de- 
cides to stop saving and start sell- 
ing 

An early date for these decisions 
is recommended from the stand- 
point of coordination. You may have 
the misfortune of picking catalog 
items that are not in stock and be 
frustrated by delivery dates. It is 
not a god policy to have presidents 
sitting on orange crates and work- 
ing off bread boards on Monday 
morning, and vice presidents can 
also be uncomfortable in this po- 
sition 


> One effective method we used on 
M-Day may not be original but can 
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much  back-tracking 
should you go through it yourself 


save you 


Each item in every old office was 
keyed by numbers and letters to 
rooms and spaces in the new home 
Small items, of course, went into 
cartons, and these cartons were 
numbered; bookcases, desks, lamps, 
paintings and 


wall decorations, typewriters, draw- 


files, chairs, othe: 


ing boards, taborets—all had thei: 
location pinpointed when the mov- 
ers entered the new building. Such 


a system can easily be worked out 
on a copy of the office’s master plan 

It's true that many advertising 
agencies have moved and lived to 
advertise another day, but it might 
ease the burdens and _ tensions 
somewhat if, when that day comes 
for you, you can pull a compre- 
hensive checklist from your files 
and keep a running inventory of 
steps in the process of obtaining a 
new address. 

Perhaps a checklist like ours 44 


32 Steps to Moving 


. Decide to move 

. Pick the spot 

. Select the expediter 

. Pick the date 

. Draft a schedule and a budget 

. Use up old forms 

. Consult draftsman for planning on: 
® individual space needs 

collective space needs 

electrical outlets 

lighting fixtures 

telephone jacks 

furniture placement 

closets 

file space 

special storage 

shelves 

bookcases 

other built-ins 


special effects 
® special equipment 
. Approve plans 
. Mail “letter of intent” 
. Order month’s supply of aspirin 
. Call in moving company and decide 
@ date for packing 
@ date for moving 
@ date for unpacking 
® special arrangements 
. Call in interior decorator 
. Establish color scheme for each 
office 
. Will you renovate or get new 
basic furniture 
special furniture 
drapes 
carpeting 
wall decorations 
@ lamps and other fiairs 
. Order new equipment above 
. Order month's supply of tranquilizers 
. Postpone moving date another two 
weeks 
. Check on state of construction or re- 
modeling 
. Check on co-ordination of work and 
furnishings 
. Re-evaluate moving date 
. Sign new lease 
. Cancel old lease 
. Make parking arrangements 
. Decide to rent, buy. sell, or transfer: 
® air conditioners 
® telephone switchboard 


@ miscellaneous large items 


® sundry smaller items 


25. Order new address placed on 


® letterheads 
envelopes 

personal stationery 
business cards 
invoices 

purchase orders 
space orders 
insertion orders 
news release forms 
other departmental forms 
copy paper 
presentation folders 
gummed labels 
matchbooks 

rubber stamps 


tax records 
@ whatever else we've left out 

. Check aspirin and tranquilizer sup 

ply; re-order 

- Send change-of-address notices to 
@ all magazines received 

Post Office 

clients 

suppliers 

telephone company 

professional associations 

business associations 

other membership headquarters 

insurance agent 

hospitalization agent 

federal tax authorities 

state tax authorities 


Social Security office 
® company charge accounts 
. Correct your own advertisements in 
® magazines 
newspapers 
Yellow Pages 
other directories 
your brochure 
® self-promotion material 
- Make final revision of schedule 
- Notify all hands of revised schedule 
. Establish housekeeping procedure 
®@ call accountant 
call clients 
reorganize files 
protect engravings 
pack with care 
take another pill 





To Learn about the Teenage Market. . . 


Ask the Teens 


If you want to sell your products to the 
$10,000,000,000 teenage market, you had better 


find out how they think and why they buy. 


By Dr. Shoi Balaban Dickinson 
Teen Research Consultant 
Ll Angele 


Advertising designed to tap the 
nine-billion-dollan market 
must be highly specialized in order 
to even approach the effectiveness 
of general 


teenage 


consumer campaigns 
Therefore, a disheartening numbe) 
of the ads directed at this highly- 
individualized consumer group fail. 
purely because agencies cannot 
bridge the vast gulf between the 
culture patterns of a teenager and 
those of an adult 

Like all good sales communica- 
tion, it must be created with an in- 
timate understanding of the desires 
and values of those at whom it is 
directed. To draw another parallel 
the best way to find out what kind 
of advertising sells teenagers most 


effectively is to ask them 


> This my firm is doing through the 
‘Teen National Consumer Board, a 
rotating panel of 1500 youngsters 
drawn from subscribers to ’Teen 
Petersen 


magazine, a publication, 


which is also the sponsor of the con- 
tinuing surveys. The results are en- 
lightening—even startling. Keeping 
in mind the risks of generalization 
(and the fact that there are excep- 
tions to every rule,) I still can state 
that the ‘Teen studies prove the 
following principles apply to most 
advertising 


group: 


directed at this age 


1. Don't try to talk to teenagers in 
your version of their current slang 


2. Base your ads on sincerity, not 
sophistication. 


3. Appeal to the teenager’s personal 
needs and problems, avoiding ref- 
erences to the “whole family.” 


4. Use situational devices showing 
youngsters engaged in group ac- 
tivity—they are almost always mor« 
effective than those showing a sing: 
individual. 


5S. Be sure the situation is one 
which the teenager (with his limited 
range of experience) finds familia! 
6. Avoid using 


picturing adults 


teenage mannerisms or language. 


7. Testimonials can be extremely 
effective, but choose the “person- 
ality” with great care. 


8. Romance (with the hint of mar- 
riage) can be most effective in ap- 
pealing to girls. 


9. For male appeal, stress the mas- 
culinity theme, avoiding any ref- 
erence to marriage or children. 


10. Keep copy 


simple 


short and layout 


>’ Good ads, within the 
framework outlined above, can open 
a market which is expected to in- 
crease 50° in the next few years. 
Yet during this same period the to- 
tal United States population is ex- 
pected to increase only 23%. In 
1957, there were 16,000,000 teen- 
agers in the U. S. with an estimated 
buying power of ten-billion-dol- 
lars. By 1965, this population will 
have burgeoned to 24,000,000 

An analysis of the data on which 
these ten principles are based casts 


created 
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The Nub of the Matter 


In one of the monthly surveys, 
asked = the 


“What size bra do you wear? 


girls were question, 


Since teenagers are sincere and 
have a strong desire to communi- 
cate, the question was answered by 
virtually every respondent, includ- 
ing a l2-year-old from Montana, 
who wrote “I don’t really know, but 


I guess it must be size O. 


a spotlight on teen-age thinking, 
information invaluable to the crea- 
tive adman, for he still does his best 
work intuitively, regardless of how 


many rule S 


researchers lay down 


for him 


>’ Our studies show that teen-agers 
dislike adult 
way into their world by using their 
language 


having an force his 
They consider it in poo! 
taste, though didn’t 
their precisely. An- 
other pitfall awaiting those who use 
jargon in ads is that this language 
changes so swiftly that what is con- 
temporary when the ad is written, 
may be gauche by the time it ap- 
pears in print 


they phrase 


comments so 


Furthermore, this 
language is by no means the same 
in all regions of the country 

An overly 
inhibit the 


sophisticated ad may 
ability to 
identify, for his range of experience 
limited. What 
fashionable to the average adman 
often appears bizarre to the naive 
youngster 


teenager's 


is strictly seems 


The same may prove true 
of a situational device portraying a 
boy and girl dining in an obviously 
expensive restaurant with the dash 
and glamor of urban living. In most 
cases, the ad would be more effec- 
tive if the locale approximated an 
average soda fountain 
> A teenager's primary concern is 
himself and his immediate personal 
needs. This is well illustrated by the 
language used by teenagers in cor- 
respondence with us. They nearly 
always say, for example, how can 
I improve my relations with my 
girl friend, or my father? How can I 
be more attractive, always appears 
in lieu of how can girls be more at- 
tractive 

At this age, the need to conform 
is of signal importance. Though ads 
often appeal to an adult by stress- 
ing the exclusiveness of a product 
(how he can remove himself from 
the crowd), this is 
youngsters. The 


anathema to 
wants 
And 


the strongest appeal to his intense 


teenager 
most to be one of the crowd 


group instinct Is a situation showing 
individuals of his own age engaged 
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in group activities with which he is 
familiar 
In this worth 


noting that small differences in age 


Same vein, it 1s 
seem very great to persons in this 
group. The difference between being 
14 and 16 is tremendous in psycho- 
logical terms. Often agencies choose 
models which seem young to them, 
but which to the 


sevel al 


teenager seem 


years his senior, a_ gulf 
which precludes identification. The 
importance of this tenet was vividly 
pointed out in another survey con- 
ducted by my firm 


designed to sell a 


A series of ads 
money-lending 
program backfired because the mod- 
els used were too young. People old 
enough to be financially capable of 
availing 


themselves of the credit 


showed actual hostility toward the 
ads because of the youth of the 


models. 

It is usually best to avoid pictur- 
ing adults in teenage ads because 
these symbols of authority may 
invaders of the 


exclusive teenage world 


seem unwelcome 
However, 
testimonials can be extremely effec- 
tive if the over-all popularity of the 
“personality” can be well 
lished. Here timing is ex- 
important due to the 
transience of this age group’s adora- 
tion for an individual 


estab- 
again 
tremely 


> To 
eventual 


young girls, romance’ and 
marriage are emotionally 
and _ intellectually all consuming, 
and appeals from this direction are 


more potent. To a boy, however, the 


your 


idea 


Album 
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Tricks with Color 


very thought of marriage 
porting a family is terrifying. His 
Achilles heel is his desire to be 
masculine. 


and sup 


Furthermore, teenagers 
are seeking the accepted ways of 
doing things, “the right way,” an- 
other strike against overly sophisti- 
cated copy and art. 

Another important factor is that 
at this age, the individual's atten- 
tion span is shorter than that of an 
adult, so copy must be brief and 
layout simple. 


The very way in which the teen- 
ager answers the questionnaires of 
the "Teen National Consumer Board 
affords a high degree of insight into 
his character. 

Responses run from 60 to 70¢,, as 
compared to the adult average 
(with the same incentives) of 10°, 
response on a mail survey. And the 
replies are prepared with utmost 
care, both in composition and neat- 
ness. Letter after letter from re- 
spondents says the sender is “hon- 
ored” to be a member of the board, 
and will do his utmost to provide 
accurate and complete information 

For example, in one mailing the 
return envelopes were omitted, yet 
the response was over 50°;. One girl 
apologized profusely for her delay 
in answering, which she said was 
because she had difficulty in obtain- 
ing an envelope of the exact size 
required for the completed form. 

Yes, these kids are sincere, and to 
sell them, your ads must be sincere. 





Legal Problems 


Part II 


This is a general guide to some of 
the problems that arise in advertis- 
ing. It is not intended to be, nor 
can it serve, as a substitute jor ade- 
While it is 
based on the particular organization 
of K&E, its principles are believed 
to be applicable to most agencies 


quate legal counsel. 


and advertisers. However, in u 
specific case, especially in an area 
of danger as described here, it is 
risky to proceed without checking 
first. 


The Use of Names, 
Likenesses and Testimonials 


The two major legal problems in 
this area relate to the “right of 
privacy” and defamation 


Right of Privacy .. The New York 
Civil Rights Law gives a right of ac- 
tion for an injunction and damages 
to “any person whose name, portrait 
or picture is used within this state 
for advertising purposes or purposes 
of trade” without his prior written 
consent. There are similar statutes 
in Virginia and Utah, and many 
other states have adopted the same 
rule by court decision. The Virginia 
and Utah statutes and decisional 
law in other states apply the rule to 
deceased as well as living persons 

Advertisers must assume that the 
commercial use of a person’s nam¢e 
or likeness without his written con- 
sent, or in the case of a deceased 
person, without the written consent 
of the authorized representative, is 
prohibited everywhere, 


A selection from the copyrighted legal 

manual of Kenyon & Eckhardt, New York, 

sets up legally-safe procedures for difficult 
problems. 


It is immaterial that the name 
used is not the person’s actual name 
or his full name. Liability has been 
imposed for the use of identifiable 
With 


respect to likenesses, the protection 


stage names and nicknames 


extends to photographs, statues and 
drawings; it has been applied to a 
manikin for which a person had 
posed 
Where a 


vented, there is danger that an ac- 


fictitious name is in- 


tual person having that name may 
be able to establish a violation of 
the statute. It is safer to use the 
name of an actual person who has 
signed a release. If the use of a 
fictitious name is considered desir- 
able, it should be cleared with legal 
counsel 

The agency has adopted a numbe1 
of forms (to be published in a later 
issue Ed.) for use in obtaining 
the consents of persons whose names 
or likenesses are to be used in ad- 
vertising copy. It is essential that 
the instructions on these forms be 
strictly followed. Any use of the 
name or likeness of a person who 
has not signed such a consent may 
lead to a costly claim. If less formal 
consents are obtained, the client, 
possibly, may not acquire all the 
rights which he should have. 


Where nothing is paid for a con- 
sent to the use of one’s name, it is 
simply a license, which may be re- 
voked at any time. For this reason, 
the agency’s release forms provide 
for the payment of consideration. In 
each case, even if the amount is 
nominal, the payment should actual- 
ly be made, preferably by check to 
provide evidence of payment. If pay- 
ment is made in cash, a receipt 
should be obtained which recites 
the amount and purpose of the pay- 
ment. 

Where the name or photograph of 
a minor is used, the release form 
should be signed by the parent or 
guardian, preferably by both par- 
ents, if practicable. 

Group photographs should not be 
used without the written consent of 
each person whose likeness is iden- 
tifiable 


Stock or Press Photographs and 
News Items . . Similarly, releases 
should be obtained from each person 
featured in stock photographs and 
photographs (still or motion pic- 
ture) of news and sporting events 
which are acquired from commer- 
cial photographers or the news 
services. Unless the supplier of the 
photograph furnishes a right of pri- 
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vacy release signed by each recog- 
nizable ibject, the written consent 
of each such person must be pro- 
cured before the photograph IS used 

It is important to keep in mind 
that although names, pictures, like- 
nesses and quotations are freely re- 
ported and featured in news dis- 
patches (most of which are copy- 
righted) of events and matters of 
public interest, utilization of such 


for commercial purposes, without 
the express consent of the reporting 
news service and the persons in- 
volved, can result in serious claims 
based on invasion of right of privacy, 
defamation, violation of copyright oO! 
other asserted grounds 
While animals and inanimate ob 

jects do not have any “right of pri 
vacy photographs of them may 
erve to identify individuals who 
have not consented to the comme 


Further- 


of such photographs 


cial use of their names 
more, the use 
without permission may, In somé 
cases, constitute unfair competition 
In any event, such use may give 
rise to nuisance claims o1 complaints 
which may annoy or alarm clients 
and lead to expense which can be 
avoided. Consent forms for the use 
of such photographs should be ob- 
tained, with the owner's signature 


on. the appropriate torm 


Defamation (Libel and Slander) 
- « Permission to use the name o1 
likeness of an individual does not 
justify the publication of a defama- 
tory statement about him. The law 
of defamation is concerned with the 
protectior ol people against un- 
warranted injuries to their reputa- 
tions. Defamatory statements which 
are merely oral are called “slandet 

All others are called “libel.” For 
practical purposes, the distinction 
between the two is unimportant, as 
either may result in serious liability 

Specifically, a defamatory state- 
ment is defined as any statement 
published about a person which ex- 
poses him to hatred, contempt, ridi- 
cule or obloquy, or which causes 01 
tends to cause him to be shunned o1 
avoided, or which has a tendency 
to injure him in his business or oc- 
cupation. The statement may be in 
words, or by a picture, effigy o1 
sign. The memory of a deceased 
person may, likewise, be defamed 
Similarly, a corporation or business 
association may be defamed by 
statements likely to cause it business 
injury. 

While liability is imposed only 
for statements which are false, the 
fact that a statement tends to injure 
reputation creates a presumption of 
liability. The truth of the statement 
is a defense, and the burden is on 


those responsible for the publication 
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to establish that defense. To sustain 
that burden, the publisher of the 
statement must prove its factual 
correctness in full detail. Since this 
is often difficult, libel and slande1 
claims, even if they are defeated, can 
be very expensive to defend. 

Where liability exists, it may be 
imposed upon the advertiser, the 
agency and the medium. Broadcast- 
ing agreements generally require 
the advertiser to indemnify the net- 
work and stations against this liabil- 
ity, so that the advertiser or the 
agency bears the ultimate respon- 
sibility 

The unauthorized use of testi 
monials or photographs may be li 
belous on the theory that there is a 
misrepresentation about the person 
which may be injurious to his repu- 
tation 

The danger of libel or slander 


claims cannot be 


eliminated by 
omitting the name of the person to 
whom reference is made. Any state- 
ment by which an individual can be 
identified and which exposes that 
individual's reputation to 


may be defamatory 


injury 


Any proposed copy that is of a 
characte) 
should be submitted to legal counsel 


for clearance before it is used 


possibly defamatory 


Miscellaneous Restrictions 
on Advertisement Content 


Flags .. The flags of the United 
States and of the States may not be 
reproduced in advertisements. No 
printing may be placed upon any 
flag and the flags may not be used 
as containers or attached to a prod- 
uct. Federal law prohibits the use as 
a trademark of the flag or other in- 
signia of the United States or of any 
State or foreign country 


Money, Securities .. [t is unlawful 


to photograph paper money o1 


bonds or other securities of the 
United States or any foregin coun- 
try. Coins may be represented pic- 
torially, but tokens simulating coins 
may not be employed. 

Advertising matter may not be 
printed “in the likeness or similitude 
of any obligation or security of the 


United States,” i.e., paper money o1 


bonds. No advertising matter may 


be printed or impressed on or at- 
tached to any bonds, paper money 
or coins of the United States 


Postage Stamps. . Postage stamps 
of the United States or foreign coun- 
tries may not be photographed o1 
reproduced, except that black-and- 
white reproductions may be used 
for philatelic advertising 


Military Uniforms .. The uniforms 
of the armed services may be pic- 
tured, provided that they are used 
accurately and in a manner which 
does not create a misleading im- 
pression that the advertised product 
has been endorsed by any of the 
armed services 


Emblems (Various organiza- 
tions) . . There are federal prohibi- 
tions against unauthorized uses of 
the emblem of the Red Cross, the 
4H clubs and the “Smokey Bear” 
character of the Forest Service, and 
against the use of the Swiss Con- 
federation Coat of 
commercial purpose 


Arms for any 


Inference of Endorsement by 
Government Agencies . . There 
are, also, federal prohibitions against 
advertisements which falsely indi- 
cate a connection with, or endorse- 
ment by, any of the several agencies 
of the government. 


Trademarks and Trade Names 


The agency is concerned both with 
protecting the trademarks, names 
and slogans of its clients and with 
avoidance of infringement, or claims 
of infringement, upon the rights of 
others in ow 
lateral material 

In general, the adoption of trade- 
marks and trade names is the con- 
cern of the client rather than the 
agency. The agency, however, often 
suggests new slogans and devices 
which the client wants to have pro- 
tected. It must be alert to avoid the 
use of material which is likely to 
lead to claims by others. It should 
do whatever is possible to enable 
its clients to acquire valuable rights 
in the distinctive phrases and de- 
signs which it creates. 


advertising or col- 


Establishing the Trademark . . 
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Were you scared? And how! But you 
were going to ride that bike no matter 
how many hours—and _ bruises —it took 
And then it happened. 
Your father let go and you were on 
your own. You stopped wobbling. You 
picked up speed. And you were riding, 


riding, riding! Down the block. Past your 


> ATLANTI 


EASTERN FINE PAPER AND PULP [ 


friends. You, your bike—and your pride. 
That buoyant sense of pride is still 
with you. Didn’t you feel it when that 
last job came off the press looking like 
a million bucks? 
\nd don’t you think we feel it, too, 
knowing that our good papers help make 


your good printing possible? 
g | 
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Life-like beauty with 


all new, brighter white 


ATLANTIC OPAQUE 


New, sparkling white ATLANTIC OPAQUE provides an unusually bril 


liant background 


gives extra beauty to color illustrations, makes 


type sharper, more readable. New ATLANTIC OPAQUE Is stronger, too, 


lor neater folds, precise die-cuts, longer life. Uniform caliper and 


smooth, even surface mean faste1 production on high speed presses. 


\nd—you can print on both sides, even with lighter weights. Choose 
from Regular, Vellum and Deep Etch Finishes. For the perfect 


match-mate, use ATLANTIC 


OPAQUE COVER. 
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ALABAMA 
BIRMINGHAM 
Sloan Paper Company 


INNECTICUT 

BRIDGEPORT 

Lott-Merlin, Ine. 

EAST HARTFORD 

John Carter & Co., Ine. 

NEW HAVEN 

Whitney-Anderson 
Paper Co., Inc. 

STAMFORD 

Lott-Merlin, Inc. 


FLORIDA 
MIAMI 
Coronet Paper Products Co. 
Southeastern Paper & Supply Co. 


GEORGIA 
ATLANTA 
Sloan Paper Company 


ILLINOIS 
CHICACO 
Dwight Brothers Paper Co. 
Reliable Paper Company 
Empire Paper Company 


INDIANA 
FORT WAYNE 
The Milleraft Paper Co. 
INDIANAPOLIS 
Indiana Paper Co., Ine 
MacCollum Paper Co., Inc. 
KENTUCKY 
LOUISVILLE 
The Rowland Paper Co., Inc. 


LOUISIANA 
NEW ORLEANS 
Alco Paper Co., Inc. 


MAINE 
PORTLAND 
C. H. Robinson Co. 


MARYLAND 
BALTIMORE 
Garrett-Buchanan Co. 


MASSACHUSETTS 
BOSTON 
John Carter & Co., Inc. 
The Century Paper Co., Inc. 
Von Olker-Snell Paper Co. 
SPRINGFIELD 
Whitney-Anderson 

Paper Co., Inc. 


WORCESTER 
Butler-Dearden 
Paper Service, Inc. 


MICHIGAN 
DETROIT 
Chope-Stevens Paper Co. 


MISSOURI 
KANSAS CITY 
Wertgame Paper Co. 
ST. LOUIS 
Shaughnessy-Kniep-Hawe 

Paper Co. 

SPRINGFIELD 
Wertgame Paper Co. 


NEW HAMPSHIRE 
CONCORD 
John Carter & Co., Inc. 
MANCHESTER 
C. H. Robinson Co. 


NEW JERSEY 
NEWARK 
Central Paper Co. 
TRENTON 
Central Paper Co. 


NEW YORK 
ALBANY 
W.H. Smith Paper Corp. 
BUFFALO 
Franklin-Cowan Paper Co. 
JAMESTOWN 
The Milleraft Paper Co. 
NEW YORK 
Bergman Paper Corp. 
Duplicating Papers, Inc. 
Inter-City Paper Co. 
Majestic Paper Corp. 
Geo. W. Millar & Co., Ine. 
Milton Paper Co., Inc. 
Pohlman Paper Co., Inc. 
ROCHESTER 


Genessee Valley Paper Co., Inc. 


NORTH CAROLINA 
HICKORY 
Snyder Paper Corp. 
HIGH POINT 
Snyder Paper Corp. 
CHARLOTTE 
Snyder Paper Corp. 


OHIO 
AKRON 
The Milleraft Paper Co. 


CINCINNATI 

The Johnston Paper Co. 
Merchants Paper Co. 
CLEVELAND 

The Milleraft Paper Co. 
COLUMBUS 

Sterling Paper Co. 
MANSFIELD 

Sterling Paper Co. 
TOLEDO 

The Millcraft Paper Co. 


PENNSYLVANIA 
ALLENTOWN 
Kemmerer Paper Company 
LANCASTER 
Garrett-Buchanan Co. 
PHILADELPHIA 
Garrett-Buchanan Co. 
Molten Paper Co. 
PITTSBURGH 
The Darragh Paper Co. 
READING 
Garrett-Buchanan Co. 


RHODE ISLAND 
PROVIDENCE 
Narragansett Paper Co. 
John Carter & Co., Inc. 

TENNESSEE 
CHATTANOOGA 
Sloan Paper Company 

TEXAS 
DALLAS 
Olmsted-Kirk Company 
FORT WORTH 
Olmsted-Kirk Company 
HOUSTON 
L. S. Bosworth Co., Inc 
Olmsted-Kirk Company 
WACO 
Olmsted-Kirk Company 

VIRGINIA 
RICHMOND 
Virginia Paper Co. 

WASHINGTON, D. C. 
Virginia Paper Co. 

WISCONSIN 
MILWAUKEE 
Reliable Paper Co. 

MONTREAL, P.Q., CANADA 
Lauzier Paper Limited 


TORONTO, ONT., CANADA 
General Paper Company 
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Trademarks’ attain’ their value 
through identification with a par- 
ticular product, service or business 
firm. They are obtained through use 
in connection with a product or serv- 
ice with which identification is 
sought, and they become effective 
only if such use is continuous and 
consistent. Once a distinctive mark, 
which is not merely descriptive or a 
Ssurhame, has been used in inter- 
state commerce, it may be registered 
under the federal statute, but mere 
registration in the absence of use 
merely serves to give “constructive 
notice” to others that the mark is 
claimed. Only after actual use for a 
period of five years does a registered 
mark become “incontestable” so that 
it cannot be claimed by others. The 
formalities of registration will or- 
dinarily be handled by the client’s 
attorney. 


Fundamentals of the Trademark 
- - In dealing with proposed trade- 
marks, it is important to bear in 
mind certain fundamentals. In gen- 
eral, the more distinctive, arbitrary 
or fanciful a trademark is, the great- 
er is the possibility that protection 
for it can be secured. Before a trade- 
mark is adopted, a search should be 
made to ascertain whether the same 
or a similar mark has been regis- 
tered or is being used by others. A 
mark which is similar to, or likely 
to be confused with, one already in 
use, should not be selected. 

When new trademarks, trade 
names and brand names are being 
considered, the United States Print- 
ing & Lithographing Co. will pro- 
vide a quick check as to whether 
such “mark” or “name” is in use by 
others. 

Great success in the populariza- 
tion of a mark entails the dange1 
that it may come to be regarded by 
the public to have a generic mean- 
ing, designating a particular type of 
commodity rather than only the cli- 
ent’s brand of that commodity. The 
word “aspirin,” for example, started 
as a trademark but has become 
generic. The same is true of the 
term “Ping Pong.” 

When such words lose their iden- 
tification with the product of a par- 
ticular company and become a part 
of the language, they are no longer 
entitled to protection and may be 
freely used by all. To avoid such 
loss of advertising values, it is often 
advisable to couple the mark with a 
descriptive term or the name of the 
manufacturer, and to print the mark 
in a distinctive style, distinguished 
from the rest of the copy. It may be 
desirable to run special advertising 
campaigns to warn that a particular 
word is a trademark and refers only 
to the client’s product. 


Unfair Competition 


The doctrine of unfair competition 
is one by which the courts have cre- 
ated a body of private rights, en- 
forceable by lawsuits, to prevent 
and recover damages for business 
and advertising practices which in- 
vade the economic interests of 
others. This is one of the most flex 
ible branches of the law, and yen 
eralization about the rights which it 
secures is difficult. 

The doctrine of unfair competi- 
tion is an expanding one, in which 
emphasis is placed on what is “un- 
fair” rather than on the existence of 
competition. Efforts to exploit ad- 
vertising values created by the ef- 
forts of others — to get a “free ride” 
on the popularity of successful cam- 
paigns, programs, writings or songs 

can invite serious legal troubles. 


Business Names, Slogans, Ad- 
vertising Devices . . Business 
names, slogans and phrases, distinc- 
tive packaging and designs, and 
other advertising devices which are 
not trademarks may, through use, 
become so identified with a partic- 
ular product, service or source that 
they are said to have a “secondary 
meaning” which others may not ap- 
propriate. 

This doctrine has been extended 
by the courts to prevent a great 
variety of practises which are mis- 
leading and tend to destroy “good- 
will” even when there is no com- 
petition between the parties. Thus, 
misleading appearances of origin, 
endorsement or sponsorship the 
use of a magazine name on an article 
of apparel, for example may be 
prohibited. 


Titles of Books, Plays, Songs. . 
The copyright in a book, play or 
song does not secure to the owner 
the exclusive right to use its title. 
Under the law of unfair competition, 
however, the appropriation without 
the owner’s consent of such a title 
for advertising purposes may be 
prevented. Protection may, in some 
circumstances, be afforded against 
the use of phonograph recordings 
without the performer’s consent. 


Merchandising Rights in TV/ 
Radio Programs. . The exclusive 
“merchandising” rights of the owner 
of a television or radio program in 
the characters of distinctive ele- 
ments of the program may be pro- 
tected against use by others. 


Copyright 


Copyright may be secured in writ- 
ings and art works of all kinds: 


books (including catalogs, direc- 


tories and compilations), periodicals, 
newspapers, dramatic works, musi- 
cal compositions, maps, works of art 
and reproductions thereof, drawings, 
photographs, prints and labels, and 
motion pictures. 


How Copyright is Effected .. 
In the case of books, periodicals, 
newspapers and works — of 
which copies are offered for sale, 
copyright protection is secured by 
printing a notice of copyright on 
each copy. While the form of such 
notice varies somewhat 


othe: 


according 
to the nature of the work, it consists 
generally of the word “copyright,” 
the abbreviation “copr.”, or the sym- 
bol ©, accompanied by the name of 
the copyright proprietor and the 
year of first publication. 


When Publication Takes Place . . 
The question as to when publication 
takes place often presents difficul- 
ties. In general, it may be said that 
any offering of copies for sale or any 
distribution of copies to the public 
constitutes a publication. Prior to 
publication, the author retains his 
full ownership of the work. If a 
work that does not bear a copyright 
notice is published, it is deemed to 
have been dedicated to the public 
and may be freely copied by any- 
one. 


Protection of Works not Repro- 
duced for Sale . . Certain types of 
work which are not reproduced for 
sale, including dramatic and musical 
compositions and motion picture, 
radio and television scripts, may be 
protected by the deposit of a copy, 
with a claim of copyright, in the 
Copyright Office. If copies of those 
works are later distributed, that 
protection is lost unless each copy 
bears a notice of copyright. 


Maintenance of Protection . . 
To maintain protection for a writing 
or art work that is created or ac- 
quired for a client, it is necessary 
either to avoid “publication” or to 
make sure that, when publication 
takes place, every copy of the work 
bears a notice of copyright. 


“Common Law” Protection . . 
Prior to publication, the common- 


law protection against copying con- 


tinues indefinitely. Accordingly, 
where no publication is intended, it 
is essential to make sure that it does 
not take place. For this purpose, it is 
advisable to show affirmatively that 
general distribution is not intended. 
This may be done by a statement on 
the face of the document that it is 
“not for publication,” “confidential,” 
or “for office use only.” 
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Continuity of Notice of Copyright 
« « When copies of a writing or art 
work are to be generally distributed, 
o that “publication” takes 
protection will be lost unless every 
copy that is 1 


place, 


sued bears a notice of 
copy! ight 


Location of Copyright Notice in 
Publication . . In case of a book o1 
other printed publication, this notice 
must appear on the title page or on 
the page immediately following 
To protect the 
periodical the 


entire issue of a 
notice must be 
printed on the title page or on the 
first page of text or under the title 
heading 

On a musical work, it must appeal 
either on the title page or on the 
first page of music 

In securing copyright for an ad- 
vertisement that is to appear in a 
Mmapvazine ol 
should be 
the copy. This notice should contain 
the symbol 
right 


newsaper, the notice 
inserted at the bottom of 


, the name of the copy- 
proprietor (the advertiser) 
and the year of first publication. No 
other form of notice should be used 
without the prior approval of legal 


counsel 


Registration of 
Alte 
copyright notice, it should be regis- 
tered with the Register of Copyright, 
Library of Congress, Washington 25, 
using the proper form, which can be 
obtained from the Library. 


Copyright .. 
material is published with a 


The most single re- 


quirement to remember is that the 


important 


opportunity to secure protection will 
be lost if the copies of a material are 
published without proper © notice 


appearing in the published material. 


Duration of Copyright Protec- 
tion . . The term of a copyright is 
28 years and it may be renewed for 
one additional period of 28 years by 
the filing of an application for re- 
newal within the last year of the 
initial term. With respect to pub- 
lished works, the term runs from 
the date of first publication. With 
respect to unpublished works, it 
runs from the date of registration. 


Infringement of Copyrighted Ma- 
terial . . Any unauthorized use of 
copyrighted material may give rise 
to serious liability. In general, there 
is an infringement when any copy- 
righted work or identifiable portion 
thereof is copied or reproduced. 
This applies to the quotation of news 
stories in advertisements, and to the 
duplication of illustrations which 
appear in periodicals. While there 
is an implied authorization to use 
brief quotations for certain purposes, 
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such as in reviewing a book, this 
doctrine of “fair use” has very little, 
if any, application in advertising. It 
has been held, for example, that the 
quotation in an advertisement of 
three sentences from a book was an 
infringement of the copyright in the 


book. 


Licenses to Use Copyrighted 
Musical Material . . Any broad- 
casting or other public performance 
for profit of a copyrighted musical 
work is also forbidden. The net- 
works and _ broadcasting stations, 
however, have general music license 
agreements with the principal li- 
censing organizations (ASCAP, 
BMI, SESAC) which cover the per- 
formances (rendition of the compo- 
sition) of most musical works other 
than dramatico-musical works, i.e., 
sufficient portions of musical plays 
to present their plot structures. 

Licenses from the copyright pro- 
prietors are required for the altera- 
tions in the words of a song for 
commercial purposes and for the re- 
cording of music on records and 
tapes and in connection with motion 
pictures. On all these problems, ad- 
vice should be sought from legal 
counsel, 


Unsolicited Ideas 


Claims for the appropriation of 
ideas are a source of troublesome, 
expensive litigation. Unsolicited sug- 
gestions often are received describ- 
ing promotional schemes and pro- 
gram ideas which are not new or 
which may long have been under 
consideration. If the idea is subse- 
quently used by the agency or one 
of its clients, the person who sub- 
mitted it may claim that he is en- 
titled to compensation. 

There is no method by which we 
can be absolutely sure of avoiding 
such claims. In order to reduce the 
risk to a minimum, the agency has 
adopted a firm policy that an un- 
solicited suggestion will not be read 
or given any consideration unless 
the person submitting it has signed 
a release form. 


Ideas Submitted in Writing . . 
As soon as a communication re- 
ceived by anyone in the agency is 
found to contain an idea submission, 
the person receiving it should read 
no further, but should forward it to 
Corporate Services (K&E’s legal 
department . .. Ed.). No notation 
should be made on the face of the 
document or letter and nothing 
should be stapled to it. There should 
be no exception to this practice. 
When received by Corporate Serv- 
ices, the letter or material will be 
returned to the correspondent with 


an explanation of the agency’s pol- 
icy. Depending on the policy of the 
client concerned, a 


release form 


may be sent to the correspondent 
to be signed by him before the sug- 


gestion will be considered. 


Ideas Submitted Orally, in Per- 
son or by Telephone. . Claims to 
compensation may be based on ideas 
which are submitted in person o1 
over the telephone. No such sub- 
mission should be allowed, especial- 
ly from friends. If anyone wishes to 
submit such a suggestion, he should 
be politely informed of the agency’s 
policy and the reason therefor, and 
told that, if he wishes his idea to be 
considered, he must either submit it 
in writing, accompanied by _ the 
agency's release form, or sign the 
release before discussing it orally 


Contracts to Cover Ideas Sub- 
mitted . . In those rare cases in 
which it is desired to utilize a novel 
idea submitted by a person outside 
the agency, a formal contract will be 
made with that person. That con- 
tract should be prepared by counsel. 


Protection of Agency Ideas . . 
In order to protect the ideas de- 
veloped by the agency from being 
used by others, each idea submitted 
to a client should be restricted in 
circulation and discussion to the 
smallest practical number of people. 
Ideas which are freely disclosed are 
useable by anyone without liability. 
Protection can be secured only by 
maintaining the confidential rela- 
tionship between agency and client, 
or, in dealing with those who are 
not clients, by a contract that is 
negotiated in advance of the dis- 
closure. 

While it may be desirable in some 
cases to copyright a promotional 
plan which has been worked out in 
detail, such copyright affords pro- 
tection only against the copying of 
the document itself. Once the plan 
has been published, it may be put 
into practice by anyone who can do 
so without copying the copyrighted 
document. There are rare cases in 
which the distinctive elements of a 
plan may be protected under the 
law of unfair competition, but such 
protection can be secured only after 
the plan has become so successfully 
established that the public identifies 
those distinctive elements with the 
client or his product. 
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There isa 
SORG BLOTTING 
for Every Price and 
Every Purpose 


Kromekote & Blotting * 
Enameled Blotting 
Bluebird Blotting 
Porcelain Blotting 

Record Blotting 

Utility Halftone Blotting 
Mosaic Embossed Blotting 
Basketweave Embossed 
Blotting 


eeeeeete 


“Lined with Kromekote brand cast 
coated paper made by The Champion 
Paper and Fibre Company 


Ask your Sorg distributor for 
swatch books and sample sheets of 
each of the Sorg Blotting grades. 
He'll be glad to supply you. 


M6 us par orf 


“"SERAL ART 
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oO 


PAwtucket 3-6400 
wrorw for WOBTH AND TaROAT inFECTION 
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Still the No. 1 Choice of the Nation’s Leading 
Advertisers for Long-life Advertising Value! 


Year after year, advertisers the nation over continue to award 
blotters first place in their selection of the printed piece that gives 
the greatest advertising value over the longest period of time. 

The blotters shown in Sorg’s new Sales Blotter Sampler (illustrated 
above) are typical of the confidence top advertisers place in the 
effectiveness of blotters for building sales and good will. These 
advertisers are convinced that ‘‘wastebasket-proof” blotters are the 
surest way to produce the greatest number of advertising impressions 
at the lowest cost. And most important—they know that the quality 
Sorg Blotting provides each of their blotters with an eye-appealing 
background of the very best in appearance and attention-getting value. 
Why not let blotters do a selling job for you—soon! 

If you would like a copy of Sorg’s new Sales Blotter Sampler, 
simply write us. We'll be happy to send you one. 


pAPER COMPANY - Middletown, Ohio 


e Manufacturers and Converters of Stock Line and Specialty Papers 


Offices in NEW YORK « CHICAGO « BOSTON « ST. LOUIS +» LOS ANGELES 


SORG STOCK LINES 


WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL « REGISTER BOND 
MIDDLETOWN POST CARD e 410 TRANSLUCENT « EQUATOR LEDGER + SORG'S BLOTTING e¢ BRILLIANT VELLUM 


TENSALEX « GRANITEX « PARCHTEX 


_—_ 
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AKRON, OHIO 

lhe Akron Typesetting Co 
ATLANTA, GEORGIA 
Higgins-McArthur Company 
BALTIMORE, MARYLAND 

| he Maran Printing Company 
BOSTON, MASSACHUSETTS 
The Berkeley Pres: 

Machine Composition Co 
HG. McMennamin 

CHICAGO, ILLINOIS 

J. M. Bundscho, Ine 

the Faithorn Corp 
Hayes-Lochner tc 
Kunkle-Thompson-Kovats, Inc 
Frederic Ryder Company 
CINCINNATI, OHIO 

The J. W. Ford Company 
CLEVELAND, OHIO 

Bohme & Blinkmann, Inc 
Schlick-Barner-Hayden, Inc 
Skelly Typesetting Co., Inc 
COLUMBUS, OHIO 

Yaeger Typesetting Co., Inc 
DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc 
DAYTON, OHIO 

Dayton Typographic Service 
DENVER, COLORADO 

The A. B. Hirschfeld Press 
Hoflund-Schmidt Typographic Service 
DETROIT, MICHIGAN 
Arnold-Powers. Inc 

The Thos. P. Henry Company 
George Willens & Company 
INDIANAPOLIS, INDIANA 

The Typographic Service Co., In 
KALAMAZOO, MICHIGAN 
Mahoney Typographers. In 
LOS ANGELES, CALIFORNIA 
Adtype Service Co., Inc 


Cc 


MILWAUKEE, WISCONSIN 
Arrow Press 


ADVERTS)» 


MINNEAPOLIS, MINNESOTA 
Duragraph, Inc 


j . : NEW YORK, NEW YORK 
4 A: Ad Service Company 
7 Advertising Agencies’ Service Co.. In 
Artintype, In 


Associated Typographers, Inc 
Atlas Typographic Service. Inc 
Central Zone Press, Inc. 


oe The Composing Room, Inc 
Composition Service, Inc 
Diamant Typographic Service, inc 
A. T. Edwards Typography, Inc 
Graphic Arts Typographers, Inc 
See 


Huxley House 

Imperial Ad Service Corporation 
King Typographic Service Corp 
Linocraft Typographers, Inc 


* 
s Master Typo Company 
Chris Olsen Typography, Inc 
Frederic Nelson Phillips, Inc 
Philmac Typographers, Inc 


Royal Typographers, Inc 
Frederick W. Schmidt, Inc 
Harry Silverstein, Inc 
r , ; ° > y we rmitoa« 2 AdS ce, Inc 
You can have a splendid product. You can write about ya ee le 
is sas y i Type hic Craft | 
it in better words than the competition does. You can a. ocean arnt 
r AV ‘ actarniecrea Tot ifvy nae TV Dh Kurt H. Volk, Inc 
makethelayouta masterpiece. Yet if youmisson TY PE ea eae 
the face you turn to the public—the time you took gt 
and the money you spent can go down the drain. It’s PHILADELPHIA, PENNSYLVANIA 
+e ; : Walter T. Armstrong, Inc 
the job of your ATA member to rivet the link between Alfred J. Jordan, Inc. 
: Progressive Composition Co 
advertising and sales. He has the faces, sizes, styles, Typographic Service, In 
PITTSBURGH, PENNSYLVANIA 
and craft. Call on him to finish the job. Davis & Warde, Inc 
PORTLAND, OREGON 
Paul O. Giesey, Adcrafters 


* e 
ROCHESTER, NEW YORK 

| S 0 S e e rl Rochester Monotype Composition Cx 
ST.LOUIS, MISSOURI 


Warwick Typographers, Inc 
SEATTLE, WASHINGTON 
Frank McCaffrey 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. eee 


Cooper & Beatty, Limited 
Executive Offices: 461 Eighth Avenue, New York City 
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Is your corporate image doing its job? 
Here’s a simple way of finding out and a 


systematic way of correcting any faults you find. 


By Hap Smith 
DesignComm 


Chicago 


Director 


Have you looked at your com- 
pany image recently? Do you know 
how good it is? Do you know how 
it meets competition? Here’s a 
three-step experimental procedure 
which will help you get a fresh 
look at the situation as it actually 


1S. 


1. Assemble your company’s key 
materials—business forms, consum- 
er and trade ads, direct mail, cata- 
logs, packages, building and exhibit 
photos, etc.—and study the over-all 
impression. 


2. Add the equivalent materials of 
your principal competitors, mix up 
the pieces, and see if your company 
image is “getting through.” 


3. Add the equivalent materials of 
other companies, not necessarily 
competitors, to the pile, using tear- 
sheets of ads, and mix them in. 


When you have all of this spread 
out, thoroughly mixed, you have a 
rough equivalent of what your pri- 
mary audience is seeing. How’s 
your company image doing? 


You will realize that you are 


The 
Company 


actually asking two fundamental 
questions: Are your materials con- 
veying an image of what your com- 
pany stands for? And is this image 
so designed that it is “getting 
through” at a glance? You will see 
that the impression has to be almost 
instantaneous to be effective. (No 
one is going to read through all that 
material to size up the relative 
merits of each company.) 

You will also see in general terms 
what your company needs. In an- 
swering the first question, you may 
find that the company doesn’t look 
very distinguished—as though it 
never quite sat down to think about 
how communication works. It may 
look sort of stodgy, or not very 
up-to-date. Maybe it looks like a 
Johnny-come-lately, or 
disorganized. 

In answering the second question 

are you “getting through” the 
helter-skelter of commercial mes- 
sages?—you may find your com- 
pany completely swallowed up, o1 
maybe on the verge of significance 


somewhat 


What to do about it 


You will no doubt see many pos- 
sibilities for, improvement. 


As to the company image in 


1. audiences 


Design for a 
corporate communication 


itself, you may feel that an effort 
at a fresh start might be most pro- 
ductive. Maybe your company has 
up to now relied solely on a com- 
pany-name logotype, and you now 
see how effective a trademark sym- 
bol can be. 

Maybe the current trademark’s 
usefulness is now largely outmoded, 
but it represents an Investment ove: 
many which you _ rightly 
hesitate to take a loss on. Perhaps 
your answer is up-dating. If yours 
is an old, successful company, you 
will want to maintain continuity, 
while giving your audiences the 
impression of established company 
plus modern methods. 


years, 


> In answering the question about 
“getting through,’ you may feel 
that your identification system is 
adequate as it stands but is still 
getting lost in context. Simplifica- 
tion or more dramatic use of colo: 
breakdown would do the job. 
Your company image is the most 
important thing 
communication. 


about corporate 

Corporate communication is just 
like any other kind. It functions at 
its maximum when the company’s 
image is favorably established in 
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imultanes 


the minds of tne individuals whose 
behavior it seeks to influence 


>» “Image’ 


is, what 


means who the company 
products ol services it 
offers, a sense of its history, and 
where its present-day policies and 
attitudes are leading it. The bette: 
the individual feels he knows and 


respects the company, the more 
receptive he is to the company’s 
messages 

For most companies, the various 


means of communication are al 
ready in existence and are being 
paid for. The decisive question be- 
comes whether its image is being 
built up or dissipated, and whether 
the image is accurate and appro 
priate 


The company as a 
communication process 


The interaction between the com- 
pany and various individuals, such 


as customers, share- 


employes, 
holders, etec., can be viewed as a 
process dependent upon the sending 
and receiving of information. The 
company-customer relationship rep- 
resents an exchange of products fot 
money, which will take place if the 
customer has received and accepted 
useful the 
much it 
costs, and where he can buy it 


information as to how 
product is to him, how 


The company must provide enough 


information to maintain its rela- 


tionships with present customers, 
employes, shareholders, dealers, 
suppliers, and neighbors. If it wishes 
to grow, it must transmit enough 
additional information to persuade 
prospective individuals to assume 
these relationships 

Diagram 1 shows these individu- 


als, grouped from the company’s 
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point-of-view, in the inner circle. 
These groups can be thought of as 


the company’s primary audience 


Each individual in these groups 


is subject to the influence of othe: 
individuals and when it 


comes to making a decision as to 


groups 


what product to buy, which com- 
pany to work for, or which com- 
pany represents a good investment. 
And so it is important that the 
company be regarded favorably by 
these people, shown as “influencers” 
in the diagram 


> They, along with other individuals 
or “futures,” represent the com- 


These 


individuals are people who 


pany’s secondary audiences 
latte: 
are too young, don’t have enough 
money or the proper corporate po- 
sition to be of current use to the 
company, but who will probably 
more active relation- 
ships at some future time. 


qualify fon 


This diagram shows the audience 
pattern for a fictitious company. 
Fach real company, however, has 
its own special audience pattern, 

diagrammed by 
similar means. Some of these thou- 
ands and millions of individuals are 
identifiable and can be located. The 
majority, however, are not. Never- 
theless, they 


which could be 


are subject to ever- 


increasing amounts of 


company 
information if it is properly planned 
through existing channels of adver- 


tising and promotion 


>» The nice, neat—if in most cases, 
however, 
disruptive or 
factors. The company’s 


complex—diagram is, 


subject to serious 
competing 
principal competitors are trying to 
relationships with 
the same individuals. Their infor- 
mation is intentionally and specif- 
ically attempting to overwhelm the 
company’s efforts. 


assume active 


Other competing messages, if un- 
intentionally disruptive, are never- 
theless equally effective: the sheer 
number and intensity of all com- 
mercial messages in all media to 
gain audience attention. 

So, although the mass-production 
informa- 
tion has, if properly executed, in- 
herent advantages to the company, 
it also has inherent difficulties 
which must be taken into consid- 
eration. In order to make signifi- 
cant use of information to devel- 


and mass-distribution of 


op an effective company system for 
dealing with natural communica- 
tion factors, we need to think about 
how information is transmitted. 


How information is transmitted 


The various individuals in the 


audience pattern rarely, if ever, 


come into direct contact with the 
company itself. Rather they are 
exposed to three principal exten- 
sions of the company: 


1. Its advertising, promotion, and 
public relations materials; 

2. Its buildings, vehicles, and busi- 
ness forms; 

3. Its products, including their 
packaging and display. 


In order for its program to be 
effective, the company’s extensions 
and their components must give off 
impressions that build a favorable 
image of the company over a period 
of time in the minds of its audi- 
ences. The custome! 
may see the delivery truck going 
down the street on Monday, see the 
latest ad in 


prospective 


Tuesday’s magazine, 
see the package for the first time 
while shopping Wednesday, drive 
by the plant on Thursday, receive 
a stuffer along with his dealer’s bill 
Friday. 


> Diagram 2 shows the average com- 
pany’s normal activities, providing 
literally millions and millions of 
“exposures per annum,” which art 
building the image of the company 
in the mind of every individual in 
its various audiences 

To the extent that these exposures 
are unrelated or haphazard, they 
are building an unfavorable, catch- 
as-catch-can image—provided they 
are noticed at all as one-shot items 
in a welter of messages. 


> Many of the individuals in the 
company’s audience pattern actu- 
ally have overlapping relationships 
and especially, overlapping poten- 
tial relationships. The same _ indi- 
vidual might qualify as a customer, 
a shareholder, a prospective em- 
ploye or dealer, and be a neighbor 
in the community as well. 
Diagram 3 shows this situation. 
Connecting lines show likely double, 
triple, or multiple relationships. 
Thus care must be taken that 
deviating company aren’t 
conveyed to the various audience 
groups. The result of uncoordinated 
advertising, 


images 


sales promotion, em- 
ploye recruitment, or shareholde: 
efforts is to dissipate company im- 
age, and confuse (consciously o1 
subconsciously) many of the audi- 
ence individuals. 


> Without going further into the 
many considerations and technical 
details of the communication proc- 
ess, several basic factors become 
evident: 


e Many millions of exposures are 
taking place at a considerable cost. 


e There are many cross-relation- 
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Harrison Wholesale Company is a dis- 

i ae : tributor of general mechandise, estab- 

: lished in 1912. In 1956, the company 
i HAR Ge S 0 A | H 0 a3 S 4 83 recognized the importance of corporate 
a ; Seeee image, and authorized an identification 
cages Bw + design program. Today, its identification 
idssalnseiishcaia cee system is universally applied to all com 

pany materials 


eer tt. 
Peay before Composite photo shows existing 
key Communication materials (beginning 
upper left, running clockwise): mail or- 
der and business transaction forms, 
branch operation exterior, signing, prin- 
cipal business forms, catalog and com- 
pany-story brochure. Column above shows 
closeup of some of the various company- 
name styles used (top to bottom): gen- 
eral letterhead and envelope, customer 
letterhead, company-story brochure, 
branch operation letterhead, refund 
check, catalog, purchase order, general 
mailing label. Many different colors are 
used. There is no trademark. The identi 
fication system is largely random 


after Composite photo shows same ma 


NOSINUWH € 


terials utilizing application of the new 

identification system. Column __ below 

shows principal version of the trademark 

and company-name style. Official second 

color is mustard. Basic typographic plan 

é is Century Expanded, italic and roman, 
: ssamseos with Venus or Futura heads, Craw Clar 


om, 


YOUR HARRISON WHOLESALE 


endon for special effects 
ry 
be 


System and materials design by 
DesignComm, Chicago/Hap Smith, 
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ON EE ae 


Ist CLASS POSTAGE for 


3rd CLASS tat ai tl Wa 


@ Retain the dignity your 1st class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 


@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


we Es 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 


QUANTITY 


Photos Sel/ 


CASKETS 


They couldn't mail a sample casket 
so they sent a glossy photo. If you 
can't mail your product, mail a 
photo, 


8 x 10 1 
GLOSSY We 
gi OLED 


QUANTITY Photos will sell for 
you, because they are QUALITY 
Photos. 


8 x 10 GLOSSY PHOTO PRICE LIST 


Number 


EACH 
Thm ery 
of 100) 


Price ea. 


Write for complete Price Catalog 


QUANTITY PHOTO CO. 
119 W. Hubbard St. * Chicago 10, Ill, 
Tel, — SUperior 7-8288 
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ships, side-effects, and future im- 
plications 


° Planning and policy are nece 


ary for maximum, favorable effect 


e Majority interests lie within the 
advertising function 


© The primary factors are visual in 


tialtire 


6 ‘The most important conclusion to 
be drawn trom the way that cor- 
porate communication works is that 
the company must develop and use 
consistently an effective identifica- 
tion system if it hopes to obtain the 
maximum advantages inherent in 
the process. 

An. identification system usually 
trademark, 
color, and 
typographic plan, including varia- 
tions that can be used for any 


consists of a primary 


company-name _ style, 


number of colors 


available, reverse, ete. 


medium, s1ze, 


Further, the manner in which 
the system is used is critical, and 
therefore the system should include 
format plans for the basic areas of 
communication such as business 
forms, advertising and promotion 
materials, product identification and 
packaging, architectural signs, etc 

Thus a company’s identification- 
system materials can range from 
several pieces of art, a page of 
notes, and a half-dozen sketches of 
applications to several dozen pieces 
of original art and a_ half-dozen 
manuals containing detailed appli- 
cation instructions and visualiza- 


tions 


General criteria 


To be effective, a company’s iden- 
tification system must do many 
things at the same time. These may 
be summed up briefly under four 
headings 
1. Expressiveness Trademark, 
color, etc., 
should express as much as possible 
in themselves to the viewer. Such 
things as company policy, field of 
activity, product line, progressive- 


company-name style, 


ness or traditionalism, significance 
to the viewer are communicated in 
the well-designed identification sys- 
tem 


2. Distinctiveness .. . To be noticed 
and remembered, the system must 
be as unique as possible. Every 
company is unique in at least sev- 
eral of many ways from all other 
companies: in particular, from its 
competitors. In the long run, it is 
never an advantage for the com- 
pany to be confused with others. 


3. Adequacy . The system must 


be capable of application to any 


communication situation (from a 
quarter-inch die stamping to a 15 x 
30’ full-color billboard or sign). 
The expressiveness factor must be 
adequate for all merchandising sit- 
uations—the packaging should ex- 
press the same “personality” as the 
advertising campaign 


4. Consistency ... The system, once 


established, must be universally 
used in its principal forms or vari 
ations. This does not preclude thy 
need for the system itself to evolve 
through the years as the company’s 
relative position changes, product 
lines change, people and design 
change. In fact, those responsible 
for the use of the system must be 
alert that the meaning of the sys- 
tem remains fundamentally con- 
stant. This implies that the system 
should evolve to maintain a con- 
stant relationship to long-range 
company and_ economic-cultural 
patterns 


Developing an identification 
system 


Experience has shown that, in 
general, a rather clear-cut proce- 
dure can produce highly effective, 
permanent results. The following 
steps should be taken, no matte 
what size or type of company. The 
nature of the company, its markets, 
and resources will determine the 
complexity of the development. 

At minimum, these activities may 
consist of an advertising manager- 
designer two-month effort to arrive 
at an effective system. A _ large 
complex-operations company may 
require a setup involving several 
committees and board, participation 
of advertising agency, public rela- 
tions, and legal and management 
counsel, research and design or- 
ganizations. Development may re- 
quire two or three years to arrive 
at an operating system. 


1. Analysis of the existing situa- 
tion . . Communication materials in 





where 
ever 


you 
find a 
inotype 


The typeface Monticello has a rich historical background; its 
ancestry can be traced directly to the foundry of Archibald 
Binny and James Ronaldson, the first American type foundry 
to achieve permanence. James Ronaldson had started as a 
baker in 1794. After a fire wiped out his bakery in 1796 he 
had sufficient capital and initiative to form a partnership with 
Archibald Binny, both a printer and an excellent Scotch 
trained punch cutter. They were located in Philadelphia “on a 
corner of Cedar Street atwixt Ninth and Tenth Streets.” Their 
equipment was partly of European and partly American ori 


gin, and Binny later so improved the mold that production 
was nearly doubled. In 1800 they built their own plant. Nine 
years later they employed more than thirty journeymen and 
apprentices, but were encountering increasing difficulties in 
obtaining the antimony necessary for their operation. In this 
emergency Ronaldson decided to go to France to try and ob- 
tain a new supply. To insure the success of a difficult mission 
they requested a letter of introduction from Thomas Jeffer 
son, who wrote to his close friend Pierre S. DuPont, French 
statesman, publisher and forbear of the famous American 


ABCDEFGHIJK& 
ABCDEFGHIJK& 


LMNOPQRSTUVWXYZ 
LMNOPQRSTUVWXYZ 
ABCDEFGHIJIKLMNOPORSTUVWXYZ 


abedefghijklmnopqrstuvwxyz 
abcde ghijklmnoparstuvwxyz 


234567890 
234567890 


DuPonts. In this letter Jefferson assured DuPont that 
the metal was urgently needed, that it would remain 
in the United States and that failure to obtain it might 
lead to the collapse of the American typecasting in- 
dustry. Due largely to Jefferson’s assistance Ronald 
son was successful. In the same year, 1809, Binny 
and Ronaldson published their first specimen book. 
Included were the types on which Monticello is based 


which Archibald Binny probably first cut and cast in 
1797. These faces were popular until about 1830 
when typographic taste swung to thicker and less 
pleasing styles. For nearly seventy years the original 
matrices went unused. In 1892 a few fonts were cast 
from them and were successfully used by such typog 

raphers as Daniel Berkeley Updike and Bruce Rog 


ers. In 1943 Linotype suggested to the Princeton 


University Press that a version of the Binny and 
Ronaldson face would be most appropriate for the 
enormous fifty-two volume edition of “The Papers 
of Thomas Jefferson,” since Jefferson’s years of 
prominence coincided with the original popular- 
ity of the type. This suggestion was enthusiasti- 
cally received and the cutting of Monticello was 


undertaken. It first appeared on 17 May 1950, 
when Volume | of “The Papers of Thomas Jeffer 
son” was published and it proved a complete suc- 
cess. Seven sizes, 7 through 14 point, of this most 
distinguished and enduring of native American 
designs are now available for your use from the 


Vergenthaler Linotype Company, Brooklyn, NY 


( Advertisement) 


you 
can 


ask 


tor 
Monticello 
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SHARP, BLACK 
AND PERFECT... 


Fotosetter typography and photo-repro proofs set your 
words sharper, cleaner, clearer. Step up to this modern 
method and source for finer typography in all sizes and 
styles: Fotosetter Warwick. 


cc.” WARWICK TYPOGRAPHERS, INC. 


920 Washington Avenue « St. Louis 1, Missouri 


e OVERNIGHT BY AIR SERVICE 


Put a PREMIUM on Your Product 


by packaging in Jardier 
Portable Coolers 


Unusual product packaging could be your 
key to extra sales. Jardier coolers offer many 
practical uses in packaging ideas increase 
the value of your product 
Use later as a picnic cooler, insulated ice 
bucket, barbecue cooler, etc. A tough, 
e durable, cellulite product — withstands 
rugged use. Two popular sizes, 5 gal. and 
31% gal. Prices start at 82 cents each. 
e Write for quantity prices and 
ardier co. descriptive literature 
1979 5S. Allis St., Milwaukee 7, Wisconsin 
Division of Lakeside Mfg. Inc 
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use over the past five years should 
be carefully reviewed and agree- 
ment established as to general 
strengths and weaknesses, current 
applicability. These should then be 
compared to those of principal com- 
petitors, and relative strengths and 
weaknesses established. If general 
agreement can’t be established em- 
pirically, the company’s present 
image may be researched among 
key groups in its primary audience 


2. Research . . Representatives of 
the design firm should have the 
opportunity of interviewing key 
executives to become intimately 
acquainted with company policy, 
market structure, employment and 
capital need, including future pro- 
jections as far as can be known. 


3. Planning . . Program procedure 
can now be worked out and agreed 
upon 


4. Design . . A series of concept 
sketches for trademark, company- 
name style, and color system are 
submitted for discussion and agree- 
ment on the direction or directions 
to be developed. Subsequent pres- 
entations show identification-system 
sketches and sketches of principal 
applications. The process is con- 
tinued until agreement is reached 
on a maximal solution. The solution 
is limited only by the design 
firm’s imagination and experience 
Original art and specifications are 
executed for all-media, all-size re- 
production of identification ele- 
ments and their variations 


5. Installation . . The process by 
which the company will convert to 
its new system is programmed in 
each major area. Cut-off dates are 
established for the old system which 
best meet company requirements 
If the new image is to be a rather 
extreme departure from _ present 
materials, a period of gradual 
switchover may be desirable—in 
which case the rate of change is 
planned, designed, and executed as 
above. 


6. Control . . The custodianship of 
the system should be assigned to 
the advertising manager or public 
relations director and his design 
counsel to check proper usage of 
the system and to correct any dif- 
ficulties which may develop in the 
course of normal company opera- 
tions 


7. Evolution . . The system should 
be reviewed annually by the com- 
pany and design counsel in order 
to take advantage of evolutionary 
opportunities, and to adjust to com- 
petitive, economic, and cultural de- 
velopments. 

-+. continued on p. 45 





Costs and savings 


Design costs may vary from sev- 
eral hundred dollars to several tens 
of thousands of dollars depending 
upon the complexity of company 
operations and the extent of change 
from its present system. Assuming 
a complete changeover, the large 
company would usually need about 
one-half of 1% of its annual adver- 
tising budget. The smaller company 
should invest a larger percentage 

As to its materials, additional 
design costs would be insignificant, 
assuming that most materials (ad- 
vertising and promotion) would be 
subject to replacement and_ re- 
design anyway. 

Production costs of materials 
would normally be lowered, as the 
system itself would be designed 
to provide production economies 
Principal savings areas would prob- 
ably be fewer colors required to 
convey a more efficient image, and 
quality of paper would become rel- 
atively less important with im- 
proved design 

Oftentimes, savings in productio1 
costs for a one to two vear period 
will amortize the identification- 
design costs. Further, the nev 
sytem will provide improved in- 
stitutional values to space and tv 
campaigns 


> Business today is becoming more 
and more dependent upon mass 
communication. An effective iden 
tification system dynamically used 
provides the “picture worth a thou- 
sand words” about the company, 
imputes context-value to its mes- 
sages, and sets up future recep- 
tiveness 

In mathematical terms, even the 
smaller company is giving off mil- 
lions of “exposures per annum.” 
Multiplying the effectiveness of each 
exposure becomes an_ inestimable 
opportunity 44 


Underwood Changes 
Devil Trademark 


Wm. Underwood Co., Watertown, 
Mass., food canner, has redesigned 
its Red Devil trademark. The com- 


Dancing Devil 
ion f ag trademark which has 
effect since 1870, when the U. S. Patent 


Office first began registering trademark 


The greatest thing 


since Arty pe itself! 


RTYPE 
“AUTOSPACE”. 
SHEETS 


New “Autospace” sheets 

(Patent Pending) make the use of 
ARTYPE alphabets much faster and far 
more accurate than ever before. The 
exclusive “Autospace”™ guide to the left 
of each character is simply superim- 
posed over the guide to the right of the 
previously applied character. Conven- 
tional spacing is achieved automatically! 
ARTYPE alphabets, in a variety of styles and 
sizes, are ideal for comprehensive layouts and 
finished art. In addition to type faces and 
hand lettering, ARTYPE offers a large assort- 
ment of screens, shading mediums, symbols, 
lines, rules, borders, numbers, letters, arrows 
available in black or opaque white. They 
are printed on the underside of transparent, 
self-adhering acetate sheets and are easily 
applied directly to the layout or finished art. 
Ask your authorized ARTYPE deal- 

er for your free copy of the new 80- 

page illustrated catalog... or write 

to us for the name of your nearest 

dealer and a free sample. ARTYPI 

INc., Dept. 1, Barrington, Hlinois 
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pany describes it as the oldest food 
trademark still in use registered 
with the U. S. Patent Office 

The Red Devil has been the dis- 
tinguishing symbol for Underwood 
since 1867, when deviled ham was 
added to the company’s line of pre- 
erves and other gourmet delicacies 
produced since 1821 

The old Red Devil trademark pic- 
tured a standing figure with out- 
tretched arms, long tapering fin- 
‘ers, and the traditional horns and 
tail. The new trademark is a danc- 
ing Red Devil, waving gayly, with 
an up-pointed tail 
> Planning for the trademark 
1958. soon 
after George Seybolt was elected 
Underwood president. The new 


change began in early 


West Coast Firm Takes 


trademark was designed by 
G. Neubauer 

According to research conducted 
by Kenyon and Eckardt Inc., Un- 
derwood’s advertising agency in San 
Francisco, Boston, 
67°; of present users of Underwood 
Deviled Ham _ preferred the new 
dancing devil. In addition, the new 
devil was 


Robert 


Syracuse and 


dancing described by 


housewives as happy, cheerful, and 
energetic, lively and dynamic. The 
old standing devil was viewed as 
scary and odd 

The new dancing devil is now in 
use on all products bearing the Un- 
derwood name. Unaffected by the 
trademark change are Underwood's 
Mooseabec Sardines and the new 
Richardson & Robbins line, which it 
acquired in October, 1959 44 


Different Approach to 
Catalog Sheet Problem 


When Arcadia 
Fullerton, Cal 
Sweet's Catalog, for architects and 


Metal Products, 


wanted inserts for 


related professions, to help promote 
the use of the company’s aluminum 
sliding doors and aluminum window 
wall system, the company took a 
slightly different approach to the 
graphic presentation 

Guiding the approach was Roge! 
Kennedy, design director, West As- 
sociates, Los Angeles. In producing 
the brochures, 12-page for the doors 
and 8 for the wall system, he used 
conventional offset production but 
aimed at giving an over-all view of 


the company’s product lines rather 
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than just a summary of 
data. 


technical 


He decided to group the informa- 
tion according to order of use by the 
architect, rather than size, material 
or other factor. Because the archi- 
tect must be told virtually every- 
thing there is to know about the 
product by the insert, the story 
must be told in the quickest and 
most concise way 

As Mr. Kennedy pointed out, “In 
the case of Arcadia doors and wall, 
this includes not only complete vis- 
ual and written descriptions of the 
total line with variations, but also 
enough technical information and 
detail drawings to enable the archi- 
tect to actually design a_ building 
and specify the products for it. Ob- 
viously, this leaves little room for 
art content. It is only as a direct 
result of good graphic design that 
any long range image of the product 
and the company can be achieved.” 

For the project the formula of 
rigid organization of elements and 
good typography was followed. Mr. 
Kennedy explained that due to the 
“extreme complexity of the infor- 
mation to be presented, simple goth- 
ic type faces were used for the most 
part.” He used News Gothic for 
general statements, while large 
blocks of more explicit information, 
charts and specifications, were set in 
Grotesque No. 5 lightface. In the 
case of the window wall, the display 
was changed to Craw Clarendon 
book to establish the relationship 


between the typeface and the dec 
orative texture of the panels them- 
selves. 

A final Kennedy comment on the 
successful brochures: .. the client 
made decisions pertaining to product 
objectives and the designer made 
decisions regarding the best method 
of achieving them.” 44 


Vinylite Sheet Keeps 
Things on the Square 


Layout men may say good-bye 
to their T-square, if they adopt a 
new graphic squaring gage just in- 
troduced by Graphic Calculator Co., 
Chicago. The rigid sheet of plastic, 
with a working area of 12x16”, has 
precise machine-scribed lines with 
a 1,” spacing, both horizontally and 
vertically. 

Rigid and transparent, dimension- 
ally stable and washable, the sheet 
can be placed over the layout to 
determine if the line-up is square 

Single copies of the gage are avail- 
able at $19 q4 


For Exact Alinement Vinylite sheet 


has lines permanently scribed to check 


proper positioning of type and cut 


Low Cost Typesetter 
Introduced to Market 


For the type-buyer with limited 
needs, Electro-Rex Corp., New 
York, has introduced its Foto-Rex 
typesetter. Small enough to fit on a 
desktop, and listing at $139.50, the 
manufacturer claims that it pro- 
duces sharp display copy, suitable 
for reproduction in any _ printing 
process. 

A font for Foto-Rex consists of a 
series of photographic negatives, 
each containing a single letter, and 
carried in a special multi-pocketed 
sheet that fits in a three-ring bind- 
er. 

To operate, one letter at a time is 
inserted in a special slot in the face 
of the machine, the film positioned, 
and an exposure made. The manu- 
facturer offers an assortment of al- 
phabets, from 14 to 72 points. 44 





Advertisers Buying Guide 


Specialty advertising is rapidly becoming a major medi- 
um, used by local and national advertisers alike, but its 
pattern of distribution is still a mystery to many. 


By Robert B. Konikow 
AR Managing Editor 


Of all the media in the advertising 
world, none is so bewildering to the 
beginner—and to many a veteran, as 
well—as specialty advertising. Othe: 
media, especially those of print or in 
broadcasting, have published rates 
True, the 


rates are not so rigid as to eliminate 


and audited circulations 


special arrangements or deals, and 
the circulation reports may not be 
as much to the point as one would 
like, but at least they exist, they are 
useful, and they are a starting point 
for work and consideration 

Not so in the jungle 


of specialty 
advertising. This is so 


uncharted 
that there are still some advertising 
experts who refuse to have anything 
to do with the medium, preferring 
to stick with those which were cov- 
ered in college courses in advertis- 
ing, or which are the 
strongholds of 


traditional 
agency 
Yet advertisers, 


operations 
whose primary 
interest is to produce as many sales 
as possible for each dollar spent in 
advertising and sales promotion, are 
turning with increased interest and 
skill to the specialty. If any indica- 
tion of this is needed beyond the 
evidence of the world around you, it 
is the fact that in this year’s com- 
petition sponsored by the Advertis- 


ing Specialty Natl. Assn., of the six 
awards, two went to the United 
States Steel Corp., and one to Cities 
Service (See AR, Nov., 1959) 

Both admen and advertising agen- 
cy executives had better become fa- 
miliar with the elements of specialty 
advertising, for if this medium con- 
tinues along the road it has entered, 
it will soon be necessary to conside1 
it a major medium, part of any 
integrated campaign developed for a 
marketing program 


>» Before we can talk about specialty 
advertising, we need to know what 
talking about. Even men who 
have been in the industry for many 
years have 


we are 


trouble agreeing on a 
definition that is clear and unequiv- 
ocal. There are borderline examples 
that seem to be left out of any 
definition that has yet been offered. 
But the following is about as clear a 
definition as we have run across: 


An advertising specialty is an 
item of some utility to the recipi 
ent which is presented, without 
commitment or obligation, to cus- 


tomers and prospects 


In this definition, the word 
ity” must be 


“util- 
interpreted broadly 
The use-value of a specialty can be 
as great as that of a calendar, or its 
purpose might be merely to supply a 


chuckle in a busy day. 
The phrase 
or obligation” 


“without commitment 
distinguishes a spe- 
cialty from a premium. To receive a 
premium, you must buy or do some- 
thing specific. You send in a coupon 
or a label, with a small payment 
You buy a box of soap flakes and 
find a dish towel or a plate inside. 
You commit yourself to a demon- 
stration ride (and its accompanying 
sales pitch) and in return you are 
given a gift. But you need do noth- 
ing to receive a specialty, although 
the same item may often serve eithe: 
as a specialty or a premium, de- 
pending upon its use 


> Historically, specialty advertising 
has been the strongest tool of the 
local, small advertiser. 
ply because, like 
audience 


This is sim- 
direct mail, the 
reached is controlled by 
the advertiser rather than by the 
medium. He can determine just how 
widespread he wishes his message 
sent, and to which people 

Even if he finds a newspaper, a 
radio station or a television station 
with exactly the right coverage, a 
small advertiser finds himself at a 
disadvantage. He cannot afford to 
make the impression as his 
larger competitors with their greater 
volume. But specialties permit him 


same 
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Your 
prospects 
will 
love you 


WINDGUARD 


VU-lighter 


LETS YOU KNOW 

WHEN THE FUEL IS LOW! 
If you're looking for a good-will 
gift that’s different the Scripto 
Windguard VU-LIGHTER is IT! 
Only Vu-Lighter lets you know 
when the fuel is low—never runs 
dry! Lights every time. Inexpen- 
sive in quantities of 25 or more. 


YOUR OWN TRADEMARK or name inserted in 
the clear, see-through fuel reservoir. 


For name of your local distributor attach this ad 
to your letterhead and mail to 


Sepe Vi-lighter 


Dept. "'E’', Box 4996, Atianta, Georgia 
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to compete on a more nearly equal 
basis. True, he may not spend as 
much money in toto, but he can 
spend as much on each prospect as 
can his wealthier competitor 

A high percentage of all special- 
ties is characterized by the fact that 
a sales message is imprinted. It may 
be the name, address and telephone 
number of the donor, but it may 
also, and this is increasingly com- 
mon, be a selling point. In some 
campaigns, for special purposes, this 
message is left off the specialty, but 
it will then be included somewhere 
else in the mailing, such as on the 
box in which the item is mailed 

Business gifts, which are usually 
handled through the same channels 
as specialties, are rarely imprinted, 
and they are, of course, of higher 
average value. In spite of the fact 
that the channels of distribution are 
similar, gifts are rarely meant when 
a reference is made to specialty ad- 
vertising 

This predominantly local, retail 
emphasis has determined the way in 
which specialties have been sold and 
distributed. A manufacturer of a 
limited line cannot afford to employ 
a salesman to reach a large numbe1 
of small buyers. Nor can a salesman 
afford to limit his sales potential by 
confining his activity to a small line 
His chances of selling are increased 
if he can supply a wide variety of 
services 


>» As in many industries, the manu- 
facturer of advertising specialties 
had to decide whether he would sell 
through his own salesforce, o1 
through wholesalers. If he wanted 
his own salesforce, he had to offer 
them a wide enough variety of prod- 
ucts so they might support them- 
selves. Thus, perforce, such manu- 
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facturers either had to diversify in 
the things they produced, or begin 
to act like wholesalers themselves 
On the other hand, a manufactur- 
er who produced a limited line had 
to rely for distribution on salesmen 
who handled the lines of other, also 
limited, manufacturers. These sales- 
men generally worked for organiza- 
tions called jobbers or distributors 
In general, a distributor, pro- 
vided he meets credit standards, 
can order the merchandise he sells 
from any manufacturer. And man- 
ufacturers will usually accept or- 
ders from more than one distribu- 
tor in the same trading area. In re- 
cent years, however, there has 
been a tendency towards using 
franchised distributors, who are the 
exclusive representatives of a man- 
ufacturer in an agreed-upon area. 


> Remember that in the specialty 
advertising field, the term “manu- 
facturer” has a meaning broade: 
than the customary one of the com- 
pany which actually makes the 
things it sells. A specialty “manu- 
facturer” may be an importer, an 
imprinter, or the sales representa- 
tive of the actual producer in the 
specialty field. 

Most manufacturers must decide 
whether they will sell through dis- 
tributors (a term beginning to re- 
place jobber and even now, oc- 
casionally, being replaced by coun- 
selor) or directly, either by mail o1 
through their own sales force. Both 
have advantages, as far as the man- 
ufacturer is concerned, but the pos- 
sibility of choice leads to one of 
the strongest points of conflict be- 
tween distributor and manufac- 
turer 

For in the specialty business, the 
manufacturer must know the names 


Advertisers Buying Guide 


This is the second of a new series which will cover 


many items that advertising and sales promotion men 
need to buy, and with which they are unfamiliar. 
Listed below are topics on which material is now 
heing collected for future articles. Suppliers of these 
items are invited to send in current catalogs, and 
readers are requested to suggest additional topics. 


Propuct REPLICAS 


Cut-Out LETTERS 


Desk-Top Prosectrors SYNDICATED House ORGANS 


Next Month: How to Buy Balloons 








Old Pro of the Market Place 


That phrase aptly describes Specialty Advertising, 
a medium which has been serving advertisers 


successfully for several centuries. 


Specialty Advertising is venerable, yet as new as 
tomorrow. As always, it stands ready to meet the 
needs of the advertiser-—alone or in concert with 


other media. 


Two national, non-profit trade organizations 
with membership composed of recognized firms in 
the industry, are dedicated to broadening 
acceptance of the “Old Pro of the Market Place.” 


They are... 


ADVERTISING SPECIALTY ADVERTISING SPECIALTY 
GUILD OF AMERICA NATIONAL ASSOCIATION 


SING Sp 
a fo 


Pe ° 
a) pecialty Sai brsness s Personal 


4 
Na asso” 
620 North Michigan Avenue 1145 Nineteenth Street, N.W. 
Chicago 11, Illinois Washington 6, D. C. 


When you consult your Specialty Advertising 
Counselor, ask if he is a member of ASGA or ASNA. 
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FREE! 


“HOW TO” 
FOLDER 


... Gives 

ela failael 

ideas and | _ 
suggestions ~~ 
for effective use of 


LEYSE ALUMINUM 


Pah eh 


for « SALES PROMOTIONS 
e TRADE TOKENS 
kat br Bae le) thd, Tl 8 
¢ GRAND OPENING AND 
OPEN HOUSE SOUVENIRS 
e TOURIST NOVELTIES 
e SPECIAL KEY CHAINS 


New, thought stimulating brochure tells 
how to put Leyse’s advertising COINS to 
work for you. low in cost — yet high in 
value, they are practically unlimited in 
scope and provide a constant reminder of 
your product or organization. People like 
to handle coins, so they are handled and 
seen many times! Write for your free copy 
of this helpful brochure today—Dept. AC 


A€ ALUMINUM COMPANY 


KEWAUNEE, WISCONSIN 
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and addresses of the ultimate cus- 
tomer. The vast majority of orders 
are imprinted by the manufacturer, 
shipped directly to the customer 
under the distributor’s labels, and 
billed to the distributor at the 
agreed-upon wholesale price 

With this information in hand, 
there is the temptation to make di- 
rect contact with the customer for 
refills or Many 
distributors are convinced that some 


follow-up orders 


manufacturers have found it im- 
possible to resist the temptation, 
and they are very suspicious of any 
effort of manufacturers to establish 
their name or their brand in the 
public mind 


> In recent years, the temptation 
National ad- 
vertisers are making increasing use 
of specialty advertising, either di- 
rectly or by including specialties in 
dealer programs. This is leading to 
larger orders and to the entrance 
of advertising agencies into the pur- 
chasing pattern 


has been increasing 


The larger order has made it 
economic for direct factory contact 
with the customer. From the othe: 
direction, the buyer at this level 
is more used to, and often prefers 
dealing as close to the source of 
supply as possible. In addition, the 
size of the order he is ready to 
place makes even a small savings 
in per-item cost worth achieving. 
Paying a middleman who does little 
more than transmit an order begins 
to seem unnecessary. 

These two pressures are begin- 
ning to have their effect on the na- 
ture of distribution. The traditional 
salesman, who takes his sample bag 
and his catalogs, and systematically 
works every store along Main 
Street, is still with us. He picks up 
whatever orders he can as he plows 
his beat, but he is generally likely 
to avoid the national advertiser and 
his agency, simply because he is 
afraid of talking to him, afraid that 
such a large order would not be al- 
lowed to remain to his account. 


> But a new kind of salesman is be- 
ginning to emerge. This is a man 
who can think of a campaign as a 
whole, and how specialty advertis- 
ing can increase the effectiveness 
of a sales promotion program. He 
is capable of sitting down with an 
advertising executive who has a 
promotion problem and of coming 
up with suggestions on the use of 
specialties. He is aware of sources. 
He is imaginative and creative. He 
Is rare 

Fortunately, he is becoming less 
rare, but this is a slow process. Such 
creative organizations form a seg- 


ment of the specialty industry 


which is trying to raise itself by its 
own bootstraps, and this is a tedious 
and long-range process. Manufac- 
turers are beginning to realize that 
if they are to sell national accounts, 
they need adequate representation 
where the buying decision is made, 
and they cannot usually afford to 
support such high-quality repre- 
sentation themselves. They need 
better sales representation, and 
many are encouraging this growth, 
through sales _ training 
sales aids and the like. 


programs, 


On the other side of the picture, 
even the largest buyers are learn- 
ing that the specialty field is large, 
sprawling and complex, and it takes 
more time than most of them have 
to keep thoroughly up-to-date. As 
in many other fields of advertising, 
they realize that the use of experts 
or consultants is often less expen- 
sive than a do-it-yourself approach. 
The additional creative contribu- 
tion, the better knowledge of how 
and where to buy, of what is avail- 
able, is worth a fee 


> But salesmen who are creative 
enough to act in this manner are 
hard to find. Many of the better 
prospects have been repelled by the 
peddling reputation the industry has 
had in the past. Few distributors are 
willing to invest the time and the 
effort to develop the right kind of 
salesman. 

But those that are, are getting 
help from the more _ progressive 
manufacturers. These latter are be- 
coming aware of the changing pat- 
tern. There is a tendency for man- 
ufacturers to become more selective 
in their appointment of representa- 
tives. This gives an incentive to- 
wards adopting better practices, and 
by concentrating the volume in few- 
er firms, makes better practices 
profitable and feasible. It also per- 
mits the progressive manufacture) 
to consider preparing sales training 
material in the knowledge that it 
will be doing some good. 

These steps are beginning to take 
effect, and the most hopeful thing 
is that the effects are cumulative 
The whole atmosphere of the in- 
dustry is improving, and creative 
salesmen, who can be really help- 
ful to advertisers, are increasing in 
number. According to those who 
have followed sales progress close- 
ly, the largest percentage of in- 
crease in 1959 went to these manu- 
facturers with established _ sales 
training programs. 


> But it still isn’t easy to find this 
kind of creative salesman. If you 
ask an alert manufacturer to give 
you a list of distributors who de- 
serve the title of counselor, he will 





When your selling message deserves an impor- _siveness of high bulk. Whether you use offset 
WHEN YOu WANT 10 tant look and feel, dress it up with Hammermill (this side) or letterpress (the other side) you 
Cover. Give your catalog, booklet, mailer or get all these advantages when you put your 


menu the attention of good printing, the work on Hammermill Cover. Let your fingers 
advantage of extra protection, the impres- and eyes tell you so as you turn this page. 
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OFFSET OR LETTERPRESS...BOTH PRINT 
MEMORABLY ON HAMMERMILL COVER 


When a prospect gets his hands on a Hammermill-Covered job, he 
remembers it—and its message. For offset work, Hammermill’s 
exclusive Neutracel® pulp provides the firm, level surface an 
important job needs. For letterpress, these resilient fibers take 
a printing impression that makes the best selling impression. 

This insert printed by offset on the 4-color side, and by letter- 
press on this, the 2-color side. Paper is Hammermill Cover, sub- 
stance 65, Radiant White, Antique finish. Offset side printed 8-up 
on a 25 x 38, 2-color press. Sheet size 2542 x 38. Letterpress 
side printed on a 28x41, single-color press. 

Your Hammermill Agent offers you fast, prompt service with 
Radiant White and the nine beautiful, rich, fade-resistant colors. 


Hammermill Paper Company, Erie, Pennsylvania. 





probably name about 20, and then 
stop. And surprisingly enough, there 
is substantial agreement among 


« & 
manufacturers as to who belongs etterin or resentations 
on such a list. 

YS A 


The classified section of the tele- 


phone book isn’t much help. It con- t's : 
tains the peddler as well as_ the hs ood minutes... 


counselor in its category “Adver- f 


{-r > . 
tising Specialties.” This category nt MO a ‘ns for Pennies...! 


also includes manufacturers = 
958 
But the list does include, some- 1959) ano 


where, the companies and the sales- 35.000 ch 2 ws Now — —— prepare — pregency 
men you want. If you are a serious i tions with a variety of eerecnve type 
and consistent buyer of specialties, : KS ! styles and sizes that will give your 
it would pay you to go through your chart-talks a new dimension in ex- 
local listings systematically, not cae S os pressiveness and dignity. Your office 
necessarily to place an immediate -p— A _ : girl can run off the copy you need. 
order, but rather to get acquainted, ; 
to see what kind of companies they 
are and what they might contribute 
to your program. 

Some guide to quality may be 
found from membership in one of 
the two associations in the specialty 
field. These are the Advertising 
Specialty Guild (612 N. Michigan , ai ; 
Av., Chicago) and the Advertising C at 4 
Specialty Natl. Assn. (1145 19th St. + 
NW, Washington). While member- 
ship in either of these groups is 
no automatic guarantee of quality, 
the better selling sources can be 
found in the membership lists of 
one or the other of the associations. . / 
There are, of course, some firms of — Automatic! ...vou COMPOSE TYPE BY SIMPLY DIALING | 
quality who belong to neither group, , 
nor are some of the direct-selling VISUALS V No more costly type-setting or hand lettering. HEADLINER 
organizations included in the mem- V photo-composes any type of lettering, for any purpose, on 
bership lists. HEADINGS plastic-coated, smudge-proof paper, or transparent film, in- 
> eal seis: eucllt Gin ital DISPLAYS V stantly ready for use in your presentation layout. Hundreds 


emit deel Gvectle with the mamele- of different type styles, all instantly changeable...ranging 
turer? If you know exactly what CHARTS V up to 72 points in size. 
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you want, you might possibly get wee nee a ee 
faster service by locating a manu- CUTTING COSTS IS OUR BUSINESS VARI-TYPER CORPORATION Dept. H-31 
facturer who is willing to supply VARI-TYPER CORPORATION 720 Frelinghuysen Ave., Newark 12, N.J. 


SUBSIDIARY OF 
you, and dealing with him without ADDRESSOGRAPH-MULTIGRAPH CORPORATION Please send VARI-TYPER Book H 


intermediaries. Not all manufac- All heads in this Ad were 

turers, however, are anxious to deal photo-composed on the HEADLINER 

directly. Text by VARI-TYPER. 
Or if your specifications are com- 

plex, there might be advantages in 

getting as close as possible to the 

production source. But don’t count 

on saving much money. Specialty 

manufacturers, like every other 

business, have selling costs. Their this FREE 

discounts are based on the fact that 

distributors assume some of these brochure eee 

selling costs. You can expect to get 

the same discount you would get compiled by advertising/public 


elations about Y's 
. . . specialists, tells how the experts cel te YOUR COMPANY'S 
from a selling organization. a company's birthday. Send for this f ANNIVERSARY 


If you have a very large order, and eine Sto Tell” the World 
you may possibly bargain your way ey s Sey 
into a special price, but it is quite { es poe foes 
likely that a distributor, faced with badges, coins, jewel 
the same order, can give you a 
larger-than-usual discount, too. He 
often has some bargaining power Green Duck Company 
with the manufacturer, based on 
the fact that there are many manu- 1520 W. Montana St., Chicago 14, III. 
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Specialists in metal design since 1906 
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Use a TEAR, 2 POUT and 2 SMIL 


to sell your Merchandise or Service! 


The American child usually gets what 
he wants and for over a quarter of a 
century the Sam Gold Mfg Corp has 
produced exactly the premiums young 
sters want most! Using a tear, a pout 
the three most powerful 
Sam 


Gold Mfg. Corp. has sold mountains of 


and a smile 
persuaders a child can employ 
merchandise for leading companies 
everywhere. And we can do the same 


' 
for you 


Whether your product is used by mom, 
dad or the kids themselves, when you 
put the Sam Gold Child Appeal Pre 
mium Plan into action, you'll see big 
volume sales results. Yes, you can get 
millions of youngsters to sell for you, 
merely by tieing in your product with 
Sam Gold premiums. By following the 
program that Sam Gold Mfg. Corp lays 
out for you, you can get millions ot 
kids to say 


‘‘Mom, please get that for me! “’ 


[hese are the words parents simply 
[hese are the words that 
have sold soup, cereal, milk 


cant resist 
drugs, 
appliances, even automobiles for many 
of the nation’s largest producers 


[he dramatic proof is in our files 
Custom-created Child Appeal promo 
tions have increased sales 30% to 60% 
for companies using Sam Gold pre- 
miums. More remarkable is the fact 
that Sam 


pennies each 


Gold premiums cost only 


Whatever the product you manufac 
ture, the Sam Gold Mfg. Corp. can step 
up your sales. And sound ideas and lay 
outs for brochures, ads and displays are 


yours at no additional cost 


Write or phone today without obliga 
tion. Our representatives will be glad 
to provide the complete story of our 
services. Find out how you can harness 
the selling power of American children, 


the world’s greatest sales force! 


We 


~~ 


‘‘IN-THE-PACKAGE”’ 
PREMIUMS 


MP HIGH 
THE AIR! 
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ACRO-PETS 


Ch 


preening ) 


\ promotion for Scotch Cellophane Tape 

Acro-pets Made of plastic; printed 
in tull color and vacuum formed in 3rd 
dimension. Yes, these little plastic Acro- 
pets actually jump up in the air! These 
realistic-looking 3rd dimensional animals 
jumped sales too, for Scotch Tape. One 
was attached to and given free with each 
roll of Scotch Tape and kids went for ‘em 
in a big way. An exclusive promotion that 
did a real selling job 


WESTERN 
MYSTERY 


one inside 


a 
Another Sam Gold promotion that really 
old cereal for the National Biscuit Com- 
pany. An injection plastic Mystery Walk- 
ing Horse that walked and ran on a table 
top. Kids went wild over this premium, 
and mothers by the millions were per- 
suaded by the children to buy this product 
so the kids could get this unique premium. 


aie yO Retel ed la ot ols tae 


Creators and Manutacturers of Child Appeal Promotions 
for over a quarter century. 


CHICAGO: 343 S. DEARBORN ST. (4) HARRISON 7-4634 


a 
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YORK: 40 W. 20TH ST. (11) WArkKiINS 4-6612 


facturers of most items, and they 
are highly competitive in an indus- 


try well aware of competition. 


> There are some advantages with 
dealing with specialty manufac- 
turers who maintain complete lines 
and nation-wide sales forces, even 
if, for many of the items they han- 
dle, they are basically distributors 
One of the plus factors is their re 
liability, due to their size and ex- 
In general, these national 

have good reputations 
and quality merchandise, and a fair- 
ly complete line, although there are 
gaps in their line, as there are in 
anybody’s. 

Their representation is, on the 
whole, adequate 


perience 


companies 


Because of their 
size, they have been able to set up 
systematic sales training programs 
and somewhat more organized se- 
lection procedures. Compared with 
the industry level as a whole, thei: 
understanding and _ creativity is 
probably higher than the average. 
On the other hand, some of the most 
creative individuals in the industry 
are to be found working for—or 
heading up—an independent dis- 
tributing group. 

Some nationally-known and well- 
respected brands are available only 
from the manufacturer, and are not 
sold through representatives of any 
other organization. If these are what 
you want, this is the way you must 
get them. And if you are sure that 
you can reach the right item with 
no outside may find 
this an advantageous way to get just 
what you want. 


advice, you 


final admonition: 
don’t be discouraged too soon. It is 
not easy to find the counselor who 
can be of real assistance to you. The 
proportion of imaginative, creative 
representatives is low, although it 
is steadily increasing. If you select 
a name at random, the chances are 
against you. But continue the 
search, for the right man can be of 
inestimable help to you in more 
ways than can be specified here. 

Not only will he be able to come 
up with just the idea you need to 
round out a campaign, but as he 
gets to know your program, your 
problems and your thinking, you 
will find that he is constantly think- 
ing of you as he comes across new 
ideas, as he visits the shows, goes 
through manufacturers’ literature, 
talks to users and suppliers. You 
will find that he will call to your 
attention new and interesting items 
and new and effective ways of using 
them. He will be an _ invaluable 
source of information, ideas and in- 
spiration. And what more could you 
ask? 44 
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Market Base 


Supermarket Attraction 


The prize automobile attracts attention outside a spot 


where disc jockey John Trotter was making a personal appearance 


To Get Displays, Iry a 


By Phil Seitz 


A consumer contest doesn’t need 
to offer many and_ tremendous 
prizes, and have a record number 
of entries, to pay off big. 

Pepsi-Cola Bottling Co. of Los 
Angeles, and its agency, Donahue 
& Coe, proved this earlier last 
year with a limerick contest to kick 
off the soft drink season in Southern 
California 


To the writer of the best last line 
went “the car with the backward 
look, a brand new 1901 Horseless 
Carriage.” A similar prize went to 
the grocer of the winner, if the 
grocer had put up a display for the 
contest, and one to the most popu- 
lar disc jockey in the area. No other 
prizes were offered. 

An impressive number of entries 
were received—more than 20,000 
but far more important, Pepsi-Cola 
got sizable stack displays in al- 
most every market and liquor store 
it serves in Southern California. 

Without being specific about sales 
results, company executives point 
out that sales increases are usual- 
ly automatic when good display can 
be obtained in outlets. 


> The contest ran six weeks, March 
16 through April 30. Supporting ad- 
vertising included grocery trade 
schedules preceding the contest, an 
ad a week in eight major dailies, 
with two being 1000-line and four 
being 200-line insertions, and 30 
10-second ID’s a week on two tele- 
vision stations. 

But radio was the principal me- 
dium. In fact, the contest was tied 
to radio. The jingle to be com- 
pleted read: 


When DJ's ‘take ten’ for a rest 
Pepsi-Cola’s the drink they like best. 
No wonder it's Pepsi— 
‘Cause these guys are hep, see— 


Directly below the jingle on the 
entry blank was a list of 27 disc 
jockeys on 10 Los Angeles area sta- 
tions, with the stations named. Copy 
said: “Win a car for your favorite 
disc jockey (check only one name). 
The personality who receives the 
greatest number of votes will be 
awarded a 1901 Horseless Carriage 
too.” A cut-out from a Pepsi-Cola 
six-pack carton was required with 
each entry. 

The 10 stations named on the en- 
try blank were given schedules 


Pepsi-Cola of Los Angeles 
gave away 1901 cars 

— only three of them — 
and drew 20,000 entries 


ontest 


calling for a total of 180 spots week- 
ly for the six weeks of the contest 
period. 


> In a direct bid for active promo- 
tion from the disc jockeys, the week 
preceding the beginning of the con- 
test, James Powell, president of 


Mass Display This is typical of the 
kind of mass display generated by the 
contest. Note the self-mailing entry 
blank on each six-pack in the display 
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be psi Cola W host at a cocktail 
jockey: He 


outlined the contest, and asked for 


party for the 27 dis 


the cooperation of all 

As a result, dis« joc key and sta 
tion cooperation obtained was sub 
stantial. At a number of stations 
the dis« jocke VS got together and 
decided to promote votes for just 
one of their number. Thi led ty 


nanny announcements apart trom 
the commercials, in which the dis¢ 
jockey urged listeners to vote for 


the chosen man on their station 


> A horseless carriage, a traveling 
billboard for the contest, was made 
available, and was used for nu 
merous personal appearances at 
stores by dis« joe keys. Not all sta 
tions participated in this to the same 
degree, but the total of such co- 
operation exceeded expectations. In 
uw number of cases, the appcarance 
garnered the plus of Pepsi and con 
test mentions in market adverti: 
ing 

Point-of-sale material for contest 
displays consisted of a four-color 
reproduction of the car headlined 
Win a Brand-New 1901 Gas Bug 
gy.’ and bottle hangers. During the 
contest, each six-pack had one bot- 


OF DURABLE 
ACRYLIC PLASTIC 


tle carrying the hanger, which was 
a self-mailer and constituted the 
actual entry blank. The blanks 
were also made available separate 
ly where stores had places to put 
them out 

As a result of the unique nature 
of the prize, and the intensive ad 
and promotional support for th 


contest markets and. store 


Hhla@lhy 
left the displays up fo the full six 
week contest period, instead of th 


usual maximum of two weeks. ¢4 


Space Map Blasts Off 
To Rocketing Success 


If the success of a premium can 
point to a national trend (or even 
a yen) then a fair portion of the 
citizenry is ready to blast off into 
outel space aS soon as reservations 
are available 

At least this is what a_ recent 
promotional program—offering oute 
space maps in color—has indicated 
to the Dayton Industrial Products 
Co., Melrose Park, IIl. 

Bombarded with 1,500 requests in 
the first week of the promotion, the 
company—a division of The Day- 


FOR THE SUCCESSFUL BUSINESS LOOK! 


What Does Your Business Front Say About Your Company... 


Your Products . . 


. Your Service? The sign on your building is 


your “‘business card”’ to potential customers. No matter what you 
make or sell—a good front is an important business asset .. . and 
Plasticles Sign Letters give your business distinctive, personalized 
identification that will be looked up to and remembered. 


The Right Sign is Important—Choose sign letters that beautify 
your building . . . that add prestige to your business. Plasticles Cor- 
poration manufactures a wide variety of designs and color combi- 


nations to choose from. 


Send Coupon for 
Wustrated Bulletin 


Find out how you can identify your 
business with colorful Plasticles 


fade, chip or crack. Get complete 
information on ‘what to look for 
when buying sign letters.” 


| 
| 
Sign Letters. Guaranteed not to Name 
| 
| 


City 


He es ee ef 
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Address 


poo Ee 
PLASTICLES CORPORATION 
14586 SCHAEFER ROAD - DETROIT 27, MICH. 
Mail Illustrated Sign Bulletin to... 


Zone State 
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What'll it be, . . . The rubber mouse, 
or the monogramed collar? 


ton Rubber Co.—doesn’t quite know 
what to think about the continuing 
requests which are coming in at 
the rate of nearly 100 a day 

“The thing has literally gone out 
of this world and we've had to ask 
for a reprinting of the map. Re- 
quests are coming from railroad 
vice presidents right down to the 
school kids,” reported Jack Young, 
advertising manager 


» As an example of the letters, Mi 
Young offered this one from a ma- 
jor eastern railroad 

“I wish to thank you for the map 
which I received in good condition 
with a card inquiring about my V- 
belt drive design problems. At pres- 
ent my only problem is that ow 
director of technical research com- 
mandeered my map for an immedi- 
ate trip to outer space. Therefore, | 
would appreciate another map if you 
have one available.” 

The map was prepared by Rand 
McNally & Co. and is scientifically 
authentic. It contains a display of 
the planets, their moons and orbits, 
and gives data on size, topographi- 
cal make-up and rotational speed 
For future travelers, the map lists 
a space ship time schedule and a 
person’s relative weight on the vari- 
ous planets. 

It was used as part of a direct 
mail program promoting inquiries 
on Dayton’s V-belt drives. The 
company originally mailed it to in- 
dustrial personnel but is now get- 
ting requests from school boards, 
churches, etc. 

“The most puzzling request,” said 
Mr. Young, “involves five maps for 
the City Planning Commission of 
Topeka, Kansas. We've sent the 
maps, but cannot help wondering 
what they are planning in Topeka.” 
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Sales Incentive Catalog 
Stars Leather Merchandise 


A full-color catalog, showing a 
complete leather line and an assort- 
ment of practical trophy ideas, is 
available as a prize book for sales 
contests, etc., from the Associated 
Leathercrafters Corp., New York 

Available with special imprint on 
the cover, the “Tommy Traveler” 
catalog includes several styles of 
Fiberglas luggage as well as the 
leather lines plus an interesting as- 
sortment of canvas and _ plastic 
“lightweights” designed for flight 
travel. 

Also included are briefcases, car 
kits, traveling irons, passport cases, 
game kits, manicure sets, and wom- 
en’s clothing. 

Most of the items shown in the 
catalog were chosen because of thei 
popularity as sales contest prizes, 
premiums, dealer awards, or execu- 
tive gifts. 

The trophy gift ideas include gold- 
tooled leather desk items and a 
range of onyx desk items 

Interestingly enough, items of this 
nature—usually requiring a Federal 
Retail Dealers Excise Tax—are ex- 
empt when purchased for use as 
sales prizes, premiums and incentive 
awards to employes and representa- 
tives. 
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Customers Can’t Forget 
With a Noodle Doodler 


A 1960 appointment pad that keeps 
the company name in front of the 
customer has been introduced in the 
“Noodle Doodler 60” by Revelation 
Plastics Inc., New York. 

The year’s supply of appointment 
sheets shows one month at a time 
and fits into a 9x11%” black plastic 
desk pad holder. The plastic holder 
is designed to keep the 4-line gold 
imprint top front center. Each sheet 
contains plenty of space for daily 
appointments, and can be kept as a 
permanent record. Prices, with im- 
print, range from 30¢ each in quan- 
tity orders of 2,500 to 39¢ each fo 
100-lot orders 
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Shot in The Arm Booklet 
Lists Specialty Uses 


The many ways the specialty item 
can function in sales promotion is 
shown in a wallet-size booklet from 
Action Advertising Corp., New 
York. 

Entitled “33 Basic Ideas On How 


nice aomencadeia 
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captured 
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a can do ad much tor YOU 
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MAKE YOUR NEXT JOB - - - - 
AN ORGINAL CREATION IN CRYSTAL CLEAR ACRYLIC (Plexiglas-Lucite) 


Custom designed in modern or con- Minatures, art work and reproduct- 
nevtional shapes, and sizes to suit ions, made to your specifications, 
your needs, and budget. from cuff link size up. 


USES FOR ACRYLIC EMBEDMENTS 


Award presentations Salesmen's samples 
Award preservations Displays (many kinds) 
Incentive awards Advertising programs 
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) 6005 CRESCENT BLVD. 
Rarv Art Products Mfg. P.0.BOX 911 CAMDEN 5,N.J. 


Leven enna anininieen nth aneniomsiaceieicainaaaaiitiil 


AMETCO VIRGIN-VINYL 


3-RING BINDERS 
AS LOW 'BAcn LOTS OF 1000 


An AMETCO quality binder with individually 
designed cover will magnify the effectiveness of 
your sales catalogs, presentations, sample books, 
price manuals or sales-promotion literature 
Write for free literature, including quantity 
prices, styles, colors. 


AMERICAN THERMOPLASTIC COMPANY 


425 First Avenue « Pittsburgh 19, Pa. 


Foeed ghd dade J 


— 


Typical binder, prepared for leading corporation. 
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Lip. 
RELIGIOUS 
ORGANIZATIONS... 


your ’ 
canted OF Doing, 
copyriey customer 
and Vorarection- 


BOWLING 
AND 

ATHLETIC 

GROUPS - -- 


ALL 


use Awards and Certificates for mem- 


bership contributions 
outstanding achievements 


ALL 


the Awards and Certificates will look 
better when you start with 


GOES BORDERED BLANKS 


You get multi-colors with only one color 
imprint. 


You get a big 3344% profit .. . Plus your 
regular mark up and quantity discounts. 
You get a more satisfied and more likely 
to repeat .. . customer 


Every time you. use 


GOES BORDERED BLANKS 


Need samples? Write today, we'll rush them 


Goes 


LITHOGRAPHING CoO. 
42 WEST 61st ST. * CHICAGO 21 


recognition 
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to Give Your 
The Arm,” the 


worth of 


Shot in 
the 


reaching 


Business a 
booklet 
the specialty in 


stresses 


the buyer, building goodwill and 


maintaining customer recall 


Among the ideas listed are 


® Offer 


through a 


advertising specialties 


medium in return 


mass 


for sending in an order, Opening an 


account, or for just sending in the 


prospects name 


® Distribute 
specialty by mail and offer the othe: 


part of an advertising 


part at your place of business, at 


an exhibit or from your salesmen 


® Use advertising specialties to 
publicize employe benefits o1 


the 


youl 


service to community 


The the booklet 


some general tips on the most effec- 


back of contains 


tive use of the specialty 
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Premium Promotion Ideas 


| Described in Booklet 


| 


Promotion ideas involving the us¢ 
described in the 
promotion file now 
available from Around-the-World 
Shoppers, Elizabeth, N.J 

Included 


case 


of premiums are 


new premium 


successful 
this 
premiums 


are sevel al 


histories showing how 


company’s own foreign 
were used, and a list of ways a pre- 
tailored to 


companies 


mium program may be 


suit individual 

The folder also includes material 
on premiums that were custom-cre- 
ated for 


list ol 


individual customers and a 
self-liquidating premiums 
from foreign countries 
Around-the-World Shoppers plans 
to augment the promotion file with 
the 
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new material throughout yeal 


Hat-Rack Specialty 
Introduced to Trade 


hat rack device, designed 


to be both portable and expandable, 


A new 
introduced as an adver- 
specialty by the American 
Advertising Specialty Co., Chicago 

Made of heavy-duty diecut card- 
board, the “Hat-A-Way” comes in 
a variety of and 
designs. One unit can be linked to 
the 
hold four or five hats in space nor- 


has been 
tising 


colors embossed 


another, enabling device to 
mally occupied by one hat. 

The “Hat-A-Way” is available 
with ad imprint suggested 
for use in homes, restaurants, auto- 
mobiles, offices and checkrooms. 

Samples and complete details are 
available. 


and is 
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Charcoal bucket 


PT 


MAKE POP 


YOUR FRIEND 
low as 55c 


Handy. indeed, is this handsome 
low-cost charcoal bucket. Elimi 
the messiness in handling 
storing charcoal for outdoor 
grills. Holds 10-lb. bag of char 
coal. Convenient carrying handle 
Durable molded pulp with pebbly 
texture. Black finish 
charcoal dust. Size 
12 ime hes dee p 
12 to a carton 


nates 
and 


won't show 
1O'14 x 10146 x 
Shipped nested 


Jardier premiums are consumet 
tested. Their many promotional 
features fit most merchandising 
plans offer everything neces 
sary for making sales curves climb 
Write today 


* 
rdier co. 


1979 SOUTH ALLIS STREET 
MILWAUKEE 4, WISCONSIN 


MERCHANDISING AND MARKETING 
EXECUTIVES SEEKING SOLUTIONS 
FOR PROBLEMS OF THE SIXTIES 


should attend 
27th annual 


National Promium 
Buyers Exposition 


the hub of the 


merchandising 


premiun 


ntive ndustry 


April 4-5-6-7, 1960 
NAVY PIER @ CHICAGO 


AT NPBE, you find practical-idea men of the 
great premium industry . . 
ence who helped solve 
marketing and merchandising problems. 
cre men with records of success . . 
can help you get merchandising 
programs underway, and aid your company in 
getting a head start in the new decade of the 
60's. It will pay you to talk with these men. 


- men of experi- 


have others tough 
Here 
- men with 


ideas, who 


Just ONE new idea will more than pay for 


your time in attending. 


For admittance badges to the 
trade show 


exclusive 
write on your business letterhead 


A. B. COFFMAN ASSOCIATES 
Exposition Managers 

28 East Jackson Bivd. 
Chicago 4, Illinois 

Phone WeEbster 9-0980 


s under the 
Advertising 


auspices of the 


Association of America, Inc 





After Hours Shooting 


To get an authentic background, Lopatin Productions shot 


its film for ‘’TV Guide’’ in an actual supermarket, which meant all-night work 


It took split-second timing 
to make a sales film 

for TV Guide, 

but fine integration 
between producer, 

client and laboratory 


made it possible. 


Shooting a Film in 22 Days 


By Allen Sommers 


TV Guide’s national promotion 
staff was given a problem to solve 
one day by M. J. O’Neill, advertis- 
ing director. 

He asked the promotion men for 
a full color film to illustrate TV 
Guide’s exceptional sale in super- 
markets. The film—in addition—was 
to stress the magazine’s bright, in- 
teresting, broad editorial coverage. 
It was to be 15 minutes in length, 
and it was needed for an important 
West Coast food presentation, 
and later for showing to top ad 
agency representatives. 

Deadline: three weeks. 

Less than 24 hours before the 
deadline, the magazine’s promotion 
department delivered a 12-minute 
color food film that not only has 
proved interesting and informative, 
but has brought excellent responses 
from audiences. 


> The story behind the preparation 
of this film is one filled with long 
hours of work and little sleep, a lo- 
gistical schedule that would put an 
Army invasion commander on his 


mettle. It required cooperation by 
everyone involved to meet the 
deadline. 

Shortly after the go-ahead was 
received for the film, Advertising 
Promotion Manager Jules Hoffman 
was closeted in his office preparing 
the script. He decided a supermar- 
ket would serve as an ideal locale 
for the film because it would show 
the magazine’s heavy sale in super- 
markets. It also would serve to play 
up nationally advertised food items. 
Mr. Hoffman finished the story line 
within two days, and the filming be- 
gan immediately. 

The problem of obtaining a su- 
permarket was answered by offi- 
cials of Food Fair Stores Inc. They 
made available the huge, modern 
market in the Lawrence Park Shop- 
ping Center, Broomall, Pa. Store 
personnel were instructed to have 
departments fully stocked. The 
complete use of the market was 
placed at the disposal of a film crew 
from Lopatin Productions, Philadel- 
phia. 

Since the market is open several 
nights until 9 o’clock, the camera 
unit would have to work the lobster 


shift. The schedule was set by Pro- 
ducer Ralph Lopatin and Director 
Josephine Hanson. The latter called 
for three nights of shooting at the 
supermarket. Two nights would be 
devoted to interior shots, a third 
night to exterior filming. Nothing 
was allowed for the snow that fell 
the night the outdoor shots were 
slated. 


> The production schedule covered 
almost every hour in the 23 days 
allotted for the filming. Allowing 
two days to complete the story line, 
three nights for filming at the mar- 
ket, another evening shooting at TV 
Guide’s editorial headquarters in 
nearby Radnor, Pa., plus a day of 
studio work in Philadelphia. 

The remainder of the schedule 
called for almost perfect cooperation 
by several organizations—c olor 
processors, film laboratories, sound 
studios, music recording firms, plus 
talent and cooperating aides. 

Within minutes after one assign- 
ment was completed, the film was 
ready to move to its next scheduled 
assignment. All participating firms 
had been notified in advance of the 
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The Day-by-day Production 
Schedule 


Phase of Work 


Story conference 

Shooting (supermarket) 

Shooting (supermarket) 

Shooting (supermarket) 

Shooting (TV Guide) 

Shooting (studio) 

Kodak (color development) 

Capital Labs, Washington, 
work print 

Work print returned from 
Washington 

Editing 

Editing 

Editing 

Record narration 

Adjust narration track to 
picture 

Select music 

Editing of music track, music 
prepared 

Mix music and narration 

Get music track from New 
York 

Match original and work 
print 

Match original and work 
print 

Capital Laboratories answer 
print 

Film completed 


tight schedule. All were asked to 


cooperate 


> Within a few hours after the 
shooting was finished, the negative 
was sent by special messenger to 
Kodak’s Flushing, N. Y., lab for col- 
or developing. The messenger then 
flew to Washington, to have the 
work print made at Capital Labora- 
tories. The completed work print 
was in the hands of the film editor 
in Philadelphia in three days—nor- 
mally this job takes at least a week. 

Mr. Lopatin explained that the 
film didn’t sit on anybody’s desk for 
more than an hour during the three 
weeks before someone began some 
work on it 

Twenty-two days after the proj- 
ect began, the completed color film 
was checked by the magazine’s pro- 
motion people in Philadelphia. It 
was then dispatched by air freight 
to California for its important de- 
but. Since then it has been viewed 
by several thousand agency execu- 
tives and advertisers 


> Now that this film is history, the 
promotion staff was asked to under- 
take another similar project for an 
automotive film presentation. This 
time they were given the generous 
allotment of six weeks 44 
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Network Offers Outlets 


For Sponsored Films 
A motion picture producer has 
taken what may be a logical step 
for exhibiting industrial and busi- 
ness films. He is offering a place to 
show the films after they are pro 
duced. In fact, he is offering a net 
work of 1,500 top motion picture 
theaters in 677 cities and towns 
covering 50 states 

The new organization is called 
Network Corp., a di- 
Mode-Art Pictures Inc 
Baker, president of the 
network, says that the outlets were 
approached for the venture because 
of the conviction at Mode-Art that 
a picture production should neve 
be started 


Executive 
vision ol 
James L 


without knowing the 
audience to whom the picture is di- 
rected and because of the need to 
know how and where the picture is 
to be exhibited 

offers the theate: 
rental, speaker, catered breakfast, 
lunch, dinner or cocktail party and 
Mode-Art 
These include the production of pic 
tures in 35mm black & white, o1 


Eastman color; 


His company 


production facilities of 


regular screen size, 
Technirama or Cinemascope; sound 
tracks that are either monaural o1 
stereo. 

Mr. Baker points out that the 
salesman of an organization buying 
the “package” can present his sell- 
ing message to as many as 3,000 
prospects in a single showing and 
in a different city every day 

The same organization is current- 
ly forming an international affiliate 
offering these services in the British 
Commonwealth, Italy, France, Ger- 
many, Africa and South America 
Additional services include transla- 
tion of sound tracks; a “speaker” 
who will American 
client in the language of the coun- 
try; and an interpreter for an Amer- 
ican client’s salesmen. 


represent an 


Details are available from M: 
Baker at Executive Network Corp., 
1022 Forbes Av., Pittsburgh 19. ¢4 


Allied Issues Booklet 
Explaining Stereo Hi-Fi 


Chicago’s Allied Radio Corp. h 
released a 36-page booklet, “This i 
Stereo High-Fidelity,” prepared b 
the firm’s publications staff with the 
assistance of Edward Tatnall Can 
by, authority on hi-fi. 

The booklet, written in non-tech 
nical language, covers various as- 
pects of component-type 
phonic hi-fi systems 


stereo- 


One section is devoted to a de 


scription of each of the basic com- 
ponents used in a stereo music sys- 
tem—the record changer or turn- 
table, the cartridge, the amplifier, 
the speakers, and the speaker en- 
closures. 

Other sections of the booklet con- 
tain descriptions of such music sys- 
tem accessories as radio tuners and 
tape recorders. Special coverage is 
viven to various methods of con 
verting existing monophonic sys- 
tems or console units to stereo. Fo 
those who prefer to build their own 
set, some tips are offered on se- 
lecting kit from music system com- 
ponents. 

The booklet is available from Al- 
lied Radio Corp., 100 N. Western 
Av., Chicago 80. Price is 25¢, post- 
paid in the United States ; 44 


Pliable, Plastic Record 
Introduced by Combine 


A record pliable enough to be 
rolled in a mailing tube and _ in- 
serted in cereal boxes, books and 
magazines will be produced in this 
country by a combine of British, 
French and American companies 

The records are called Rank 
T.U.P. (Thin Unbreakable Plastic) 
and will be made with a basic 7” 
diameter in a range of speeds in- 
cluding 33, 45 and 78 rpm. The pro- 
ducers say that the records will 
have top quality high fidelity. They 
will sell for 3% to 5e each. Made 
of unbreakable polyvinyl chloride 
plastic, they will weigh one-eighth 
of an ounce and will be four-thou- 
sandths of an inch thick. 

They will be produced by Rank 
Audio Plastics, a division of Rank 
Records of America Inc., New York 
French participation comes from 
Librairie Hachette, one of the own- 
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THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 


The Whitaker Paper Company 
The Partin Paper Company 
W.H. Atkinson Fine Papers 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
Roach Paper Company 


CALIFORNIA 


Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 


COLORADO 
Carpenter Paper Company 
Graham Paper Company 


CONNECTICUT 


John Carter & Co., 
John Carter & Co 


DELAWARE 
Whiting-Patterson Co 


DISTRICT OF COLUMBIA 
The Whitaker Paper Company 


FLORIDA 
The Jacksonville Paper Co 
The Everglade Paper Company 
The Central Paper Company 
The Capital Paper Company 
The Tampa Paper Company 


GEORGIA 

The Whitaker Paper Company 
The Macon Paper Company 
The Atlantic Paper Company 


IDAHO 
Blake, Moffitt & Towne 


ILLINOIS 
Bradner, Smith & Company 
Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co 
Charles W. Williams & Company 
Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Company 
Cc. J. Duffey Paper Company 


INDIANA 


The Millcraft Paper Company 
indiana Paper Company, Inc 


1OWA 
Carpenter Paper Company 
Pratt Paper Company 
Carpenter Paper Company 


KANSAS 
Carpenter Paper Company 
Southwest Paper Company 


KENTUCKY 
The Rowland Paper Company, Inc 


LOUISIANA 
The D & W Paper Co., Inc. 


MAINE 
John Carter & Company, Inc. 


MARYLAND 


Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 
John Carter & Company, Inc. 
The K. E. Tozier Company 
John Carter & Company, inc. 
John Carter & Company, Inc. 


MICHIGAN 
The Whitaker Paper Company 
Central Michigan Paper Co. 


MINNESOTA 

Cc. J. Duffey Paper Company 
Inter-City Paper Company 

Cc. J. Duffey Paper Company 
Inter-City Paper Company 


MISSISSIPPI 


Jackson Paper Company 
Newell Paper Company 


MISSOURI 
Carpenter Paper Company 
Midwestern Paper Company 
Wertgame Paper Company 
Acme Paper Company 
Shaughnessy-Kniep-Hawe 
Paper Company 


MONTANA 

Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEBRASKA 
Carpenter Paper Company 
Carpenter Paper Company 


NEW HAMPSHIRE 
John Carter & Company, inc. 


NEW JERSEY 


Central Paper Company 
Central Paper Company 


NEW MEXICO 
Carpenter Paper Company 


NEW YORK 


Hudson Valley Paper Co. 
Stephens & Company, Inc. 
Hubbs & Howe Company 
The Millcraft Paper Company 
Aldine Paper Company 
Forest Paper Co., Inc 
Holyoke Coated & Printed 
Paper Co 
Milton Paper Co., Inc. 
Paper Sales Corporation 
Pohiman Paper Co., Inc 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co. 
(Bulkley Dunton (Far East 
Bulkley Dunton S. A 
jChampion Paper Corp., S$. A 
Champion Paper Export Corp 
Genesee Valley Paper Company 


NORTH CAROLINA 


Henley Paper Company 
The Charlotte Paper Company 
Epes-Fitzgerald Paper Company 


OHIO 
The Millcraft Paper Company 
The Cincinnati Cordage & Paper 
Company 
The Queen City Paper Company 
The Whitaker Paper Company 
The Millcraft Paper Company 
Sterling Paper Company 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Company 
The Millcraft Paper Company 


OKLAHOMA 
Carpenter Paper Company 
Beene Paper Company 
Tayloe Paper Company 


OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 
Kemmerer Paper Company 
f Garrett-Buchanan Company 
Garrett-Buchanan Company 
Garrett-Buchanan Company 
Matthias Paper Corporation 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 
The Whitaker Paper Company 
Garrett-Buchanan Company 


RHODE ISLAND 
John Carter & Company, Inc. 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 

SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Company 
The Cincinnati Cordage & 
Paper Company 
Tayloe Paper Company 
Bond-Sanders Paper Company 
TEXAS 
Kerr Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Southwestern Paper Co. 
Carpenter Paper Company 
Carpenter Paper Company 


UTAH 
Carpenter Paper Company 
American Paper & Supply 
Company 
Carpenter Paper Company 
VIRGINIA 
Epes-Fitzgerald Paper Company 
Epes-Fitzgerald Paper Company 
WASHINGTON 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co 
Blake, Moffitt & Towne 
Carpenter Paper Company 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Company 
WISCONSIN 
Dwight Brothers Paper Company 


CANADA 
Blake Paper Limited 


THE CHAMPION PAPER AND FIBRE COMPANY 


Mills at Hamilton, Ohio Canton, N. C 


General Office: Hamilton, Ohio 


Pasadena, Texas 





ers of the company, along with the 
J. Arthur Rank motion picture 
group. Consolidated Litho Corp., 
Carle Place, L. I, is the United 
States manufacturer. 44 


Uses of Opaque 
Projector Told 


The advantages of opaque projec- 
tors are described in a_ brochure 
Projection Optics Co., East 
Orange, N. J., makers of the Opa- 
Scope opaque projectors. 

The brochure points out that the 
opaque projector can show all sub- 
ject matter, even three dimensional 
material, on the screen; you main- 
tain control of confidential, expen- 
sive or fragile materials because 
you need only one copy, your copy, 
for group presentation, the material 
does not have to be mutilated, 
mounted or sent out for reproduc- 
tion; and in educational work, you 
can exhibit a wide variety of stu- 
dent work without prior prepara- 
tion to large audiences of parents, 
teachers, visitors and officials. 
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Technique Gives Stills 
Motion Characteristics 


A still picture or drawing can now 
be converted into a moving photo- 
graph, display, 
device, 


sales aid or training 
by attaching to the back of 


Durability Demonstration . . . 


the still a newly developed trans- 
parent material and using a special- 
ly screened light source for illumi- 
nation or projection. 

The technique, developed by 
Technical Animations Inc., Port 
Washington, N.Y., is known as Tech- 
namation. It reproduces virtually 
any type of natural motion, or can 
be used to create original motion 
effects, at any speed, in any direc- 
tion, and in any combination of 
speeds and directions, in the 
picture, the company said. 

The company added that the effect 
produced by the new technique is 
that of continuous motion, so that it 
photographs perfectly on television 
or motion picture film, thus making 
it readily adaptable for movie or 
television commercial animation. 44 


same 


Calvin Co. Details 
Laboratory Prices 


Laboratory services of Calvin 
Productions are priced by the Kan- 
sas City motion picture company in 
its latest brochure. Prices are given 
for both 16mm sound and 
printing and such additional 
ices as sound track duplicating, 
magnetic striping, processing and 
black and white photo duplicating 
of negatives. 
a_ substantial 
prices. 


silent 
serv- 


claims 
print 


The company 
reduction — in 


Copies are available 
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Ta WARE 


Reading 


. Visitors to the Chicago Housewares Show were stopped 


at the Prizer-Ware exhibit by the tapping sound made by the miniature chef hitting 


his ladle against a hanging skillet 


chef’’ 


The complete line was shown to people in either 
aisle by the central turntable which slowly revolved. Main purpose of the 


“striking 


was to emphasize the non-chipping, non-cracking qualities of the finish. 


poses sscrrrrrrrrn 


new 


McClure 
PICTUREPHONE 


PORTABLE SOUND 


SLIDEFILM 
PROJECTOR 


33% « 45° 78 RPM 


Up to 18 Minutes per Side 


AUTOMATIC FILM 
FEED AND REWIND 


SELF-CONTAINED 
SCREEN ...NO NEED 
TO DARKEN THE ROOM 


Can Also Be Used On 
Conventional Screen 


McCLURE PROJECTORS, INC. 
P. O. Box 236-A 
1122 Central Ave., Wilmette, Illinois 


Gentlemen: Please send complete 
information and prices 

Name 

Firm Name 


Address 


State 


March 1960 
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The cover we create to contain 
your sales material will give 
you that unmistakable feeling 
of confidence ...and it will 
speak clearly of the integrity 


4 of your firm, the value of 
” 


your product or service. 


VINYL & SIMULATED LEATHER 
CATALOG & PROPOSAL COVERS 
CHECK COVERS & PASS BOOKS 

INSURANCE POLICY JACKETS 


P.O. BOX 1249A 
DALLAS 21, TEXAS 


Since 1917, Cover’ings of Distinction 


Presentation Panels 
|2-page bulletin board for 


® Planning sessions 

® Sales meetings 

® Employee training 
Panels swing “like pages in a giant book’’, 
providing many times the display space of 
an ordinary wall-mounted bulletin board. 
SHOWN ABOVE: typical pedestal-type unit 
with twelve 22" x i steel-framed composi 
tion-board panels. ALSO AVAILABLE: wall 
and table-top models. many panel sizes, sev 
eral colors and finishes. OTHER USES: retail 
displays. Directors’ meetings, conventions. 
lobby exhibits, advertising presentations. 
libraries, etc. Mail coupon for descriptive 
literature and prices. 


MULTIPLEX DISPLAY FIXTURE CO. 


925-935 North 10th St., St. Louwis 1, Mo. 
Please send literature on Presentation Panels 
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FILM 


REVIEWS 


In this column, we expect to describe and to comment on mo- 
tion pictures and filmstrips in the fields of advertising and sales 
promotion, both those which pertain to promotional techniques 
and those which are themselves promotional tools. Productions 
will not be included in this column unless they have been seen 
by a member of AR’s editorial staff. Producers and sponsors 
having films they wish reviewed are invited to send a descrip- 
tion to AR Managing Editor, so they may be scheduled at our 


regular showings. 


Movie Shows Ability 
To Sell for Sponsor 


The ability to show the stature 
and scope of an organization, to 
convey the impression that an or- 
ganization is an efficient one, to 
sell with clarity and subtle im- 
pact, these are assignments that the 
sponsored film dispatches with ease. 

“Chemico Builds a Urea Plant,” 
a 16-minute color film produced 
for the Chemico Construction Corp., 
New York by Don Nestingen, New 
York, is an outstanding example of 
the ability of the motion picture to 
build a sponsor’s status and to ob- 
tain new business for him. 

This film has been shown to in- 
ternational audiences. Groups 
wishing to build urea plants in 
Turkey and Spain have seen it. 
They have been shown examples 
of how the Chemico organization 
plans and executes an assignment. 
In many cases, this insight was 
gained much better than if the 
prospects had journeyed to Japan 
or the United States to see how 
Chemico has found the way to set 
up a commercially profitable pro- 
ducing plant for urea, contrary to 
the history of the industry. 


While urea is a chemical sub- 
stance used as a high efficiency 
fertilizer and an intermediate prod- 
uct for many new plastics and as 
such may not have _ identification 
with the products or services of 
many of our readers, the problems 
of Chemico in selling its services 
are common. How the firm has 
demonstrated its abilities, how the 
firm has overcome the difficulties 
in having its best selling arguments, 
its plants in widely scattered loca- 
tions, shown to prospects in this 


movie, makes it important for sales 
promotion men. 

Requests for prints should be di- 
rected to Ted Peck, advertising 
manager, Chemical Construction 
Corp., 525 W. 43 St., New York. ¢¢ 


Home-Made Film 
Overcomes Faults 


“House of Ease,’ a 12-minute 
sound color film produced by Rey- 
nolds Metal Co., is an example of 
a film that doesn’t quite know 
where it is going. While it is put 
together well, and holds your in- 
terest while it is running, it seems 
to fall between two objectives, 
neither of which it quite achieves. 

It is designed to tell the story of 
how aluminum is playing an in- 
creasingly important role in build- 
ing, with emphasis on the small, 
single-family home. Its primary 
audience, according to its sponsors, 
is the home builder, and its object, 
to get him to use more aluminum. 
A secondary audience is the home- 
builder, to win acceptance for alu- 
minum as a building material. 

In structure, it starts like an edu- 
cational film on the production of 
aluminum, and ends like a techni- 
cal training film on how to put 
aluminum shingles down. It tries 
to meet both objectives with a sin- 
gle film, and doesn’t make it in 
either direction. 

Nevertheless, the total effect is 
pleasing. It does not bore or over- 
whelm the viewer. Produced with 
Reynolds’ own personnel, it is a 
good example of a straightforward 
internal production. Prints are be- 
ing sold to fabricators of aluminum, 
for use in their promotion, and are 





being distributed directly by the 
Motion Picture Department, Rey- 
nolds Metals Co., Richmond 18, Va., 
to whom requests for prints should 
be forwarded. Include date required, 
and length of time the print will be 
needed. 44 


Trade Fairs Make Friends 
For American Business 


Companies contemplating a move 
into foreign markets will find inter- 
esting viewing in two trade fair 
films released by 
the Office of In- 
ternational Trade. 

Produced by 
Robert A. Mullen, 
each film is 13% 
ms minutes of color 

film and sound show- 

review ing Ameri- 

can business is 

gaining goodwill, 

sales and better understanding by 

exhibiting in foreign trade fairs 
around the world. 

Covering 66 fairs in 27 countries, 
the two films show foreign audi- 
reactions to American auto- 
mobiles, kitchens, foods, clothing, 
machinery, etc. 

“Uncle Sam Goes to The Trade 
Fairs” is narrated by John Daly; 
“Showcase For Freedom” is nar- 
rated by Dave Garroway. Both are 
available on a free-loan basis from 
the Office of Intl. Trade Fairs, U.S. 
Dept. of Commerce, Washington 25. 

44 


how 


ence 


Broad Story is 
Well Organized 


Many a film sponsor or producer 
is faced with the problem of telling, 
in a comparatively short film, a 
story with many 
complexities, not 
too well related 
one with another. 
Under these pres- 
sures, the film 
often deteriorates 
into a _ series of 
disconnected se- 
quences which 
leaves the viewer 
more confused than illuminated. 

This is not true of “All the Way,” 
a 32-minute color film produced 
for the Santa Fe Railway by Tele- 
film Productions, Chicago. Designed 
to increase the volume of freight 
handled, the film had to cover a 
complex operation scattered along 
13,000 miles of track from Chicago 


film 


review 


to the Gulf of Mexico and out to 
the Pacific Coast. 

The producers resorted to an in- 
teresting technique to maintain 
continuity. The film opens with a 
sequence showing a staff meeting, 
in Santa Fe’s home office, held to 
discuss, for the benefit of the script 
writer, what the film should cover. 
As each department head makes 
his suggestions, the screen shifts to 
show the operations about which 
he is talking. Between these se- 
quences, the film returns to the 
meeting, which helps give a unified 
structure. In spite of the necessarily 
somewhat artificial nature of the 
dialog, interest and continuity is 
well maintained. 

Arrangements for screening the 
film may be made through any 
Santa Fe sales or public relations 
office, or by writing the home office, 
80 E. Jackson Blvd., Chicago 4. 44 


Ektacolor System’s 
Story Told In Film 


Eastman Kodak has combined an 
interesting explanation of the color 
negative process with an informa- 
tive showing of 
the impact of col- 
or in “Make Col- 
or Your Business 
—With the Ek- 
tacolor System.” 

The 16 minute, 
16mm color and 
sound film exam- 
ines the color 
photography fields 
in which the Ektacolor system can 
be profitably employed. 

Stressing the increasing role of 
color in advertising and photog- 
raphy, the picture cites the versatil- 
ity of color negatives; demonstrates 
their use in producing direct color 
prints, dye transfers and transpar- 
encies; and shows how Ektacolor 
paper is designed for darkroom 
techniques leading to the finished 
print. 

Fields covered include the com- 
mercial and _ illustrative; portrait 
photography; science and industry 
and home and office decoration. 

While the announced audience 
for the film is the professional pho- 
tographer, the picture is of inter- 
est and value to anyone faced with 
the question of whether color is 
needed in any specific presentation. 
The picture is a good advocate for 
the use of color whenever possible. 

It is available for free loan 
bookings through the Audio-Visual 
Service Dept., Eastman Kodak Co., 


film 


review 


Rochester 4, N.Y. 44 | 


COMPACT UNIT FOR 
SOUND AND SIGHT 


« 


COL 


COMMUNICATOR 


THE DESK TOP SALES THEATRE... 


Demonstrates your products, displays your serv- 


“ices visually—AND narrates your story dra- 


matically . . . Assures interest, leaves a lasting 
impression, turns prospects into customers. 
Makes everyone a perfect salesman. 


Excellent for desk top or small group viewing 
—without room darkening. Sets up in seconds. 
Assures high fidelity sound and picture bril- 
liance. Simple to operate. Ideal for business, 
industry, education. 


The portable C.0.C. COMMUNICATOR combines 
rear view film strip projector, built-in screen 
and 4-speed phonograph in a small, attractive 
attache case. A versatile quality-engineered unit 
at most reasonable cost. 


e Handles up to 12” records (20 min. play at 3314 
rpm without turning records) e High gain amplifier 
for perfect quality & sound volume ” Large 8” x 6” 
patented Lenscreen for wide angle viewing e Pre- 
cision optics e One knob framing with click stops e 
Storage space for records, film strips, etc. e AC, 
110/120v « Overall 19” x 13” x 5¥2” @ Abt. 15 Ibs. 


e Fully guaranteed. ONLY $98 50 
«+. for those who do not require sound: 


C.0.C. “EXAMINER” ONLY $59.50 


FILM STRIP PROJECTOR with built-in screen in handy 
luggage-type case—for effective visual presentations. 


- «. for economical 
slide demonstrations: 


coc | 
EXECUTIVE /-: 


PROFESSIONAL 
PRESENTATIONS, 
— MADE EASY 
WITH THIS PROVEN 
SALES AID. 


35mm slides may be worked into an effective 
action-stimulating sales message. Projector, au- 
tomatic slide changer and screen in a small 
compact unit. Sets up in 3 seconds for group 
viewing in fully lighted room. Simple to handle, 
easy to carry. 


e Precision optics « Patented 8” x 8” Lenscreen for 
wide angle viewing e Holds up to 3 magazines (36 
slides ea.) for indiv. or’ sequence showing e Rugged 
aluminum unit e AC-DC, 100-125v. Only 6 Ibs. 


$69.50 


Used by leading corporations & institutions! 


WRITE NOW for illustrated literature & name of 
dealer nearest you! 


C:0-¢ 


ELIE 


37-19 23rd Avenue, 
ee | 
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Pin-up Teaser This photo, 
boards, got people talking about KNE 


By J. D. Hershey 

director of Public Relations 
Dayton Rubber Co 
Dayton, Ohic 


Merchandise safety as you would 
a new product campaign and you 
will find that employes are not so 
hard to reach on the 
safety, after all. 


subject of 


That was the approach used by 
Dayton Rubber Co.’s safety director 
Ray Hart to convince our manage- 
ment that merely preaching safety 
was not enough. It takes, he said, 
a well planned merchandising pro- 
gram to really “sell” employes on 
the importance of 
habits. 


good safety 


> Our safety campaign was no fly- 
by-night, one-shot project. It was 
kicked off with a month-long teaser 
campaign which was only the be- 
ginning. As employes filed into work 
one Monday morning they were 
greeted with huge banners display- 
ing yellow flags with the cryptic 
message “KNE Coming Soon.” 
Each succeeding Monday, new 
gimmicks were introduced to keep 
interest high. On the second week, 
top and bottom steps of the stairs to 
each plant building were painted 
bright yellow with the letters 
“KNE” stenciled over in bright red. 
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How to 


Dramatize 


Safety 


A continuing teaser campaign 
put punch into a safety 
program for Dayton Rubber Co. 


posted on all plant bulletin 


among other things 


Next, 8x10’ photographs of a 
buxom, bathing-suit clad brunet 
went up on all plant bulletin boards. 
The photos, needless to say, drew 
interest but it was the caption that 
drew real enthusiasm. It read: “Hi 
fellows! I’m real thrilled about 
KNE. I just know you will be too, 
and if you want to see twice as 
much of me . . just wait and watch 
for KNE.” 

The next week’s photos carried 
this caption: “I promised you'd see 
more of me. Twice as much, in fact. 
I'm in such a tizzy about KNE that 
I’m practically beside myself.” 


She was beside herself, too. This 


Stencil Teaser 

First step in the 
campaign was to put 
the letters in bright 
red against a yellow 
background 


time she was posed before a full- 
length mirror reflecting her image. 

Next, a 20x40’ tent was erected 
next to the safety department build- 
ing. The following Monday, the first 
group of employes was taken into 
the tent to see a safety movie en- 
titled “Knowing Is Not Enough.” 
The film portrayed a racing car 
accident with the ensuing flashing 
of the yellow flag signifying ‘“dan- 
ger.” The theme of the movie: “Get 
out the yellow flag before an acci- 
dent.” After the film showing, each 
employe received a button with a 
yellow flag and the words “Know- 
ing Is Not Enough.” 


>» Instead of being the climax to the 
campaign, the showing of the film 
actually sounded the keynote for 
a continuing safety campaign, using 
the yellow flag theme to promote 
accident prevention. The original 
KNE banners were replaced with 
banners reading “Knowing’s Not 
Enough—Use Your Know-How.” 
Two weeks after the initial film 
showing, yellow flags were installed 
on all desks. A 16-page comic book 





HAVE YOUR 

SALES-AID 
PROBLEMS 

Smithcrafted ! 


ee ee nee aS —— re — ——— 
: oose lez ‘rs, is a perfect exe a cus -made 
to the homes of all production em- coca Carinae Sea eae aa tt : e de P, aoe 
ployes. And the plan has been kept aaee cs ns ee a a wee oe ee 
mateat with periodic distribution of Cola’s problem of organizing their sales-aid materials for 

buttons, banners and stickers. MaxnsuM efficiency. ; 
For the answer to your sales-aid problem call your nearest 

“All this advance promotion was S. K. Smith sales office. 


designed to create interest by mak- IWlustrated Brochure Available on Request _— 
ing the project seem big,” safety ie 


director Hart explained. “If we had THE S. K. SMITH COMPANY re = 
2 — oe na iggy CREATORS OF SALES AIDS FOR MORE THAN FORTY YEARS 7 SMITH W) 
o show a safety film, ere 
seul tacos tetas Se: tee 2857 NORTH WESTERN AVENUE, CHICAGO 18, ILLINOIS Ja facet 
heh wen Gee. ion babel tie OFFICES IN LOS ANGELES, CLEVELAND, AND NEW YORK Se 

tent, too. We could have seated 

more employes each time in the 

air-conditioned conference room, 

but they would not have been im- hye 

pressed. A man will remember en- eobacia Greg 

tering a tent in the middle of a SALES STIMULATOR 

manufacturing plant for a long time. 

And every time he thinks of the , be . 

tent, he'll think of the yellow flag. “eettnd, : 
. ~ ; ev “wt stttCre, Ya 

> Perhaps one more thing that be ~ ° % * °S 

should be pointed out is that fact 

that much can be done with a 

basically “stock” promotion. The 

film, for instance, was supplied by 

U. S. Steel Corp. But aside from the 

movie and the give-away items, all 

the ideas were our own. We mer- 

chandised the program. 44 


Selectors By simply pushing the slide or turning 


the disk of a Graphic Selector your 

to simplify buying action customers can make an intelligent 
selection from even a complicated line 

of products. For example, the Graphic 

Selector illustrated gives coded order numbers for 


, Z Z Lg 5,280,000 combinations of standard valve components. 


FREE SAMPLES: A note on your company letterhead 
CALCULATOR will bring you sample Graphic Selectors and full information 
COMPANY on how to harness their sales power. 


Tent Teaser .. . The erection of a tent 
near the plant was done without special 
notice, and this in itself aroused curios- 
ity. After seeing the film on safety, a 
button was distributed to start talk. 


633 Plymouth Court, Chicago 5, Illinois « 525 E. 81st Street, New York 28, N.Y. 
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Use Film 


An outspoken advocate of production on film speaks his 
mind on the rush to tape, and what it can do to produc- 
tion standards. He suggests users be wary. 


By Robert L. Lawrence 


President, Robert Lawrence Productions 


New York 


For the past few years, all of us 
in the business of producing tele- 
vision commercials have heard the 
accelerating drumbeat of video tape. 
The sound and the fury has indeed 
signified something—the newest 
“wonder in the wonder-making field 
of communications,” in the words 
of its manufacturer. But the din at- 
tending the miracle has been so 
great that it has drowned out a 
sensible estimate of tape’s present 
applicability to commercials. 

We feel it is time for a calm look 
at tape and its present capacities 
in the realm of commercials, for 
our mutual benefit. 


> Before you contemplate the use of 
tape in commercials, we urge that 
you consider these basic facts of 
“live,” film, and tape: 


1. Tape cannot today match film’s 
unlimited technological capacities— 
in editing, in animation, in the use 
of opticals, in the use of special 
effects, in sound track flexibility. 

2. Tape cannot today match film’s 
unlimited creative capacities: the 
top directors, cameramen, scenic 


designers, and editors in the tv 
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commercial industry are in film to- 
day, not in tape. 


3. Tape more readily 
adaptable to the kind of commercial 
that does not require extraordinary 
technique or creativity—the simple, 
unsophisticated, ordinary, “stand- 
up” type—the kind that has hither- 
to been done “live.” 


today is 


> Before tape came along, “live” 
commercials constituted less than 
20% of all commercials on the air. 
It is this “live” segment that tape 
affects, should affect, and will affect 
for at least another year, if cool 
heads prevail. The recent predic- 
tion by an industry authority that 
65% of all commercials will be on 
tape in 1959-1960 is utterly fan- 
tastic. Such a premature use of tape 
would mean the most abhorrent 
torrent of dull and insipid commer- 
cials ever unleashed on the Ameri- 
can viewing public. 

The great bulk of commercials, 
over 80%, still demand the produc- 
tion values of the film medium and 
the production talents of film men, 
neither of which tape can now 
emulate. A day spent before the 


Tape Talks Back... 


Tape 


television screen, comparing taped 
and filmed commercials on the air 
today, will attest to that fact. Yet 
claims have been made. Let’s ex- 
amine the principal ones: 


1. Tape is cheaper than film... It 
is, if you compare pears with lem- 
ons. When dollars are actually 
saved with tape, it is unfair to sug- 
gest that the result is comparable 
to an elaborate filmed commercial. 
Tape economies are effected in a 
series of simple commercials, only 
if they can be shot and completed 
in a few hours, only by limiting 
studio time, and only by surrender- 
ing film’s absolute control over all 
production elements. Even under 
such special circumstances, econ- 
omies are often lost in actual pro- 
duction, when unanticipated prob- 
lems arise that are either insoluble 
or soluble at additional cost. 


2. Tape looks more “live” than 
film ... It does. And if “live” quality 
were the overriding factor, it would 
long ago have prevailed in tele- 
vision programming, let alone in 
commercials, despite its risks. But 
“live” has not prevailed; the re- 


For some comments on Mr. Lawrence’s views, by 
some producers who have used tape, see page 16. 





verse has been true; “live” has giv- 
en way to film—because the formi- 
dable investment represented by 
television advertising demands the 
perfection of film. 


3. Tape is faster than film to pro- 
duce ... This is a cogent point when 
the goal is instant commercials. In 
those cases, “live” has been the 
alternative; tape can now take its 
place. But otherwise, who needs in- 
stant commercials, any more than 
we need instant ideas, instant print 
ads, instant creativity, instant art? 
Isn’t it ridiculous that months of 
painstaking plans and conceptions 
by sponsors and agencies and pro- 
ducers should be squeezed through 
a video tape recorder in sixty sec- 
onds flat? 


> These are the critical reservations 
that are generally ignored when 
tape’s vested interests loudly sing 
its praises. Their inspiration has 
carried them overboard, and, un- 
fortunately, with them, some over- 
enthusiastic agencies and sponsors. 
A few of the latter jumped too early 
and blindly, floundered in the back- 
wash, and got soaked. We know, 
from having bailed out—on film 
commercials made unsuccessfully on 
tape. 

What we do regret is tape’s tim- 
ing. Commercial production has 
reached a peak of streamlined ac- 
tivity. The filmed commercial in- 
dustry is, at last, on its financial 
feet. Commercials, we are con- 
vinced, are better than ever. True, 
we must take weeks and sometimes 
months to produce sixty seconds of 
advertising. True, we spend from 
$3,000 to $25,000 for a single com- 
mercial. But the result, in each 
case, is the best possible commercial 
that you and we have learned to 
make in a decade of experience. In- 
asmuch as tape will upset this fair- 
ly promising stability, we wish it 
never happened. 


> What is even more unfortunate 
is that tape’s fanatics have diverted 
the attention of so many from the 
fundamentals of commercial pro- 
duction. All the hullabaloo about 
tape has suggested that it will re- 
place creativity, work, planning, 
salesmanship, and just about every- 
thing else but the sponsor. Such a 
misconception is as much a dis- 
service to tape’s interests as it is 
to the entire industry. Tape can 
never live up to such advance bill- 
ing. 

Tape’s capacities will enlarge and 
improve, no doubt. Probably with- 
in a year, it will be practicable to 
use tape en masse in the production 
of commercials. But it will never 
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Sheet protectors of MYLAR’ 
reduce bulk 35%... 
cut replacement costs 


You get up to 35°% more sheets in a ring binder by using 
sheet protectors of tough, thin Du Pont “‘Mylar’’* poly- 
ester film. Salesmen have less bulk and weight to carry 
. . . less filing space is required. 

Sheet protectors of ‘Mylar’ are tough, long-lasting. 
‘“‘Pull-out”’ problems at the ring holes are eliminated . . . 
replacement costs are cut . . . sparkling-clear ‘“‘Mylar”’ 
won't yellow or become brittle with age. 

Ask your supplier today for sheet protectors made with 
“Mylar”! For information on other stationery items made 
with ““Mylar’’, write Du Pont, Film Dept., Room AR-3, 
Wilmington 98, Delaware. 


® REINFORCED SHEETS ® CARBON RIBBON 
® INDEX-CARD HOLDERS ® LAMINATE FILM 


***Mylar”’ is Du Pont’s registered trademark for its polyester film. Du Pont 
manufactures the base material *‘Mylar’’—not finished sheet protectors. 


DU PONT 


ue MYLAR 


BETTER THINGS FOR BETTER LIVING POLYESTER FILM 


« « « THROUGH CHEMISTRY 
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How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or 
Cards, Snap in Grooves 


ideal for Production, 
Scheduling, Sates, Etc. 


Made of Metal. Compact 
Over 500,000 in Use 


Full price 549° with cards 


24-PAGE BOOKLET NO. R-100 
Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 


Write on 
Traffic, Inventory, 


and Attractive. 


very time 
with this 


& 
riba ritel 
Gummed paper SAMPLE 
BOOK that Helps You 
Wet eee eo 

¢ Select gUMMING | 
e Get the Finest Printing 


& 
ask for 


ae book P-310 
"lan, 
‘& 


mills, Inc., Troy, Ohio 
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be a Whatever its future 
improvement, it will 
never displace the vital ingredients 
of the commercial. No gimmick will 
ever out-date the men who possess 
the special talents that 
cials call the men in agencies 
and those in production companies 
who are turning out the best com- 
mercials on 


panacea. 


technological 


commer- 
for, 


television today—on 
film 44 


New Graflex Portable 
Tape Recorder Issued 


Graflex has issued a new portable 
tape recorder designed for instruc- 
tional use 

The the Graflex Classic, 
measures 8°,x19x13'4” and weighs 
25 pounds. It includes such opera- 
tional aids as push-button controls, 
built-in Robins “Gibson Girl” tape 
splicer and dual high fidelity speak- 
ers. 


unit, 


Other specifications include two 
input jacks for microphone and for 
radio and phonograph; two output 
jacks, one for external speaker, the 
other for external power amplifier; 
AC power transformer system; stor- 
compartment for 


reels, 


age additional 
microphone; 
and permanently mounted operating 
instructions on the tape deck for 
quick, convenient reference. 

The Classic retails for $244.50. It 
is manufactured for Graflex by Pen- 
tron Corp. 44 


tape, cord and 


Overhead Projection 
Advantages Detailed 


The advantages of projec- 
tion equipment projecting behind 
and above the speaker are detailed 
in a folder produced for the Victor- 
lite Industries Inc., Los Angeles. 

The folder points out that through 
the use of this type of a projector, 
the speaker can face his audience 
while they face the presentation. In 
presenting the characteristics and 
prices of the different models man- 
ufactured by the Los Angeles firm, 
the folder stresses that all will ac- 
cept black and white, in 
simple color, or in full color. 

Copies of the folder are available 


- for more details circle 328, page 131 


using 


slides in 


Merchandising Unit 
For Stereo Produced 


A retail unit for 
stereo record and tape demonstra- 
tions enabling the listener to enjoy 


merchandising 


Portable Listening Booth . 
onstrate stereo records, Electromatic, De- 
troit 


. To dem- 


has developed this twin-speakered 


stand to confine sound to small area 


stereo sound unhampered by ex- 
traneous noises has been developed 

by Electromatic Corp., Detroit. 
The device, Solo-Muse, consists 
of mounted high-fidelity speakers 
within each of two fiberglass cones 
carried at the ends of flexible metal 
arms. The cones can be moved to- 
ward or away from the hearer and 
can also be adjusted to any desired 
height. Each speaker is equipped 
with its own volume control knob. 
44 


3M Makes Video Tape 
Information Available 


Proper handling and storage of 
video tape are discussed in “Video 
Talk” Bulletin No. 1 of Minnesota 
Mining and Mfg. Co., St. Paul. 

As the bulletin is the first of a 
monthly series on technical features 
involved in the use of video tape, it 
is accompanied by a folder for per- 
manent file purposes and specifica- 
tion pages for both Scotch brand 
video tape No. 179 and Scotch brand 
video tape reels, commercially pro- 
duced by 3M. 

Copies are available. 


- for more details circle 329, page 131 


Projectograph Models 
Described in Brochure 


Models and prices of the Projec- 
tograph line, are shown in a bro- 
chure issued by the Oshkosh, Wis., 
firm. 

Both visual and audio visual units, 
used in public relations, sales pro- 
motion, education, safety training, 
display and other services, are in- 
cluded. 


- for more details circle 330, page 131 
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PEEL TAPE SLOWLY. 
PRESS AGAINST ANY CLEAN 
SMOOTH DRY SURFACE. 

KLEEN-STIK ® 
CHICAGO 31, ILL. 
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Even the hardest-working, hottest- 
selling P.O.P. displays have that “top hat” 
look when they’re backed with self-sticking 
Kleen-Stik! STRIPS-’n-SPOTS of this 
modern adhesive make signs and streamers 
easy to put up... get em up and keep ’em 
up in more locations for more exposure and 
more sales. 


STRIPS-’n-SPOTS create their own ideas, 
too — make possible unique display pieces 
for added attraction and selling impact. Best 
of all, any printer, lithographer or silk-screen 
printer can have STRIPS-’n-SPOTS added 
to any printed piece — quickly and economi- 
cally —by a nearby Kleen-Stik Service Plant. 


Evclusive Advantages 0f KLEEN-STIK “strips-'n-spots" 


Easy to Put Up... . just peel and press 


* Stick Tight on any hard, smooth surface 


Need No Water, glue, tacks, or tape 


‘kleen-sti 


PRODUCTS, INC. 


OTHER SIDE FOR APPLICATIONS AND LOCATION OF YOUR Nearest KLEEN-STIK Sewice Plan 


7300 W. Wilson Ave., Chicago 371, Ill. 
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ideal “Idea Material” 
for unique, effective P.O.P. displays 


et 


Easy ... fast . . . economical — the most efficient 
way to get your selling message up where it can sell. 
Ask your printer to show you samples... or 

write for free “Idea Kit’’. 


Amaze = 
(MSTANT DESSERT 


Shelf Talker 


TRY KLEEN-STIK YOURSELF! 


Detach this page at perforation. Peel back- 
ing from Kleen-Stik, then press on desk 
top, window, cabinet, or other smooth, 
hard surface. 


Newark, New Jersey 

Kleen-Stik Mfg. Co., 410 Frelinghuysen Ave. 

New York, New York 

Frank P. Carlson, 304 East 23rd St. 

Philadelphia, Pennsylvania 

Philadelphia Bindery, Lehigh & 3rd St. 

St. Louis, Missouri 

J. Lewin Bookbinding & Sample Co., 1602 Locust St. 


Weston, Ontario, Canada 
Kleen-Stik Products, Ltd., 21 Edgar Ave. 


Chicago, Illinois 
Kleen-Stik Products, Inc., 7300 W. Wilson Ave 


Cincinnati, Ohio 

Dyment Co., 659 East 6th St 

Cleveland, Ohio 

Dyment Co., 1163 East 40th St 

Detroit, Michigan 

e Commercial Bindery, Inc., 854 Howard St 


Milwaukee, Wisconsin 
» Wells-Badger, 225 W. Capitol Drive 
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Studio in a Showroom .. . A simple 


Instant Photos 
for an 


Inexpensive 
Catalog 


An instant camera cut down on both 
time and cost of production 
of an anniversary shoe catalog. 


set-up, using a plain 


background and an instant camera, permitted shooting with- 
out any special lighting effects, to give a natural look 


By Leon M. Katz 
Assistant Buyer 
D. Myers & Sons Inc 


Baltimore 


We wanted our 1959 Fall-Winter 
catalog to be extra special compared 
to past “mailers” we had produced 
for our customers. This catalog had 
to look classier and have greater 
visual information because it would 
coincide with the company’s golden 
anniversary as a leading women’s 
shoe wholesale distributor. 

Basically, by changing our tech- 
nique for producing illustrations, the 
Fall-Winter catalog was one of the 
most appealing direct mail pieces we 
put out in several years. 

And it was produced at less cost 
and in far less time than any catalog 
we had previously published. 


> The major factor contributing to 
these time and money-saving ad- 
vantages and to the Golden An- 
niversary catalog’s added appeal 
and “drawing” power was the 
use of on-the-spot photography as 
the source of our illustrations. 
We eliminated the costly and 
time-consuming line drawings that 
had been used in the past, and in- 
stead relied on photographs taken 
with one of the firm’s two Polaroid 


Land cameras the cameras that 
produce a picture in one minute. 

The finished catalog, mailed in 
September to almost 4,500 independ- 
ent retailers, department store chains 
and mail-order houses, contained 
more than 250 close-up pictures 
clearly illustrating every detail of 
each shoe style and pattern lit- 
erally “bringing them to life” on the 
printed page. 

The “instant” pictures enabled us 
to produce the 25-page, two-color 
(gold and black) catalog in less 
than half the time required by the 
old line-drawing technique, and our 
cost-per-illustration dropped from 
$2 to less than 10¢—a saving of al- 
most $475 for the 250 photos. 


» D. Myers and Sons specializes in 
well-known brands of women’s 
shoes (Inspirations, French Modern 
Classics, Starlettes, Twix-Teens, 
etc.). The company issues two major 
catalogs each year one for 
Spring-Summer and one for Fall- 
Winter showing the various 
styles and patterns of each line. 

Prior to our golden anniversary 
issue, we relied on artist’s sketches 
to illustrate the shoes, but this tech- 
nique was only mildly successful for 
two reasons: time, and quality of 
the reproductions. 


The drawings were prepared by 
an independent art agency. We had 
to send the agency the shoes we 
planned to include in a catalog, and 
it was usually three or four weeks 
later before we received finished 
drawings. This delay forced us to 
maintain an unnecessarily long pro- 
duction schedule. 

Also, the drawings only indicated 
what the shoes looked like they 
failed to show many of the small 


Home-made Range-finder . . . Tags on 
a string tell E. Ries Myers the correct 
distance number and close-up lens 
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There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. Ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have 
been Clipper subscribers for many years. 


to cover cost 

of packing and 
» mailing will 
bring you — 


Free coe 


The Complete Current Issue 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! in addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation. 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, illinois. 


Ee 


At three times the price 
you can't buy a better luci! 


SOLD DIRECT ONLY 

with a ten day 

money back GUARANTEE 
18x 24” focal plate 
17°x23 »py board 

Four dia. up or down 


Hundreds sold to the Y 
nation’s top firms... G 
never a return! 
198" complete with a 
Raptar F 4.5 lens 
send for literature today! A 
LUCYGRAF Mfg. Co 
1929 N. Hillhurst Ave . 
L.A. 27, NO. 1-0637 


Budget low... 
lettering cost high... 


IT'S A JOB FOR 


Stik-a-letter 
The 
professional 


lettering Write for 


technique literature and samples 


“ee Stik-a-letter Co. 


} Rt. 2, Box 1400, Escondido, Calif. 


Attention 
getters: 
MACK'S 
**MOPPETS"’ 
Hundreds available. 
Exclusive use. 
Low priced. 


Write your needs 
and request samples. 


DOUGLAS MACK 
1550 Church St., 


San Francisco 14 
Phone: Mi 7-5377 


Which do we do, Pro- 
mote, Merchandise, or 
Market surplus ‘‘Squaw 
Valley’ Souvenirs? 


ACCURATE/ LOW IN COST/ 
GEM Color —TOP QUALITY letter- 
press printing ot LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektechrome or ort copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS. Free samples. 


Trered eccrrerae gh Cemrenn 


MILWAUKEE 4, WIS 


Cea hae 
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Ready for Paste-Up 
The instant photos 
are trimmed apart, 
ready to be pasted 

on the layout 


for the offset camera 


details that are essential to the 
proper evaluation of a _ particular 
style. When reproduced in a catalog, 
the shoes looked like an artist’s con- 
ception not like faithful repro- 
ductions of real, existing footwear. 

It wasn’t until we were looking 
for a faster technique for producing 
higher-quality illustrations for our 
golden anniversary catalog that we 
hit upon the idea of using Polaroid 
cameras to photograph the shoes 
an idea that wasn’t entirely new 
with our company. 


> Our buyers have been using pic- 
ture-in-a-minute cameras for al- 
most four years to photograph the 
latest styles in women’s footwear at 
manufacturers’ exhibitions each sea- 
son. They take between 75 and 100 
pictures per show, “ganging” three- 
to-six styles in each shot. 

The one-minute photos eliminate 
the time-consuming note-taking and 
“re-visits” that were often necessary 
when the buyers relied on written 
descriptions and memory, and en- 
able them to make purchasing de- 
cisions much more quickly and in- 
telligently. 

The Polaroid film is so fast they 
can take the pictures without flash- 
bulbs so the finished prints have a 
complete range of highlights and 
shadows and extreme clarity and 
detail important to the correct 
pictorial presentation of a shoe style. 

The results of this “buying-by- 
pictures” system proved so gratify- 
ing, we purchased a second Land 
camera for the same purpose one 
year after we bought the first one. 
In fact, it was the quality of the 
Polaroid photos that prompted us 
to use them in our special anni- 
versary catalog. 


> Most of the pictures for the Golden 
Anniversary catalog were taken in 
our showroom by E. Ries Myers, as- 
sistant office manager, using the 
Model 150 Land camera and a set 


of Polaroid close-up lenses — assur- 


ance that the pictures would be 
“filled” with every detail of the 
shoes. 

Although these lenses are pack- 
aged in a small leather case contain- 
ing a built-in tape measure gradu- 
ated to show the proper close-up 
lens number and distance setting to 
use for particular close-up photo- 
graphic situations, Mr. Ries simpli- 
fied the process even further by 
eliminating the tape measure. 

He mounted the camera on a tri- 
pod and tied a three-foot length of 
string to the front of the shutter 
housing. To this string, he attached 
tiny cardboard “signs” correspond- 
ing to the distance settings and 
close-up lens numbers on the spe- 
cial tape. The shoes being photo- 
graphed (usually two or three dif- 
ferent styles in each picture) were 
placed in front of the camera on a 
small table covered with a sheet of 
white paper to give the finished 
prints a continuous-tone back- 
ground and help emphasize impor- 
tant details. 

To take a picture, Mr. Ries simply 
held out the string and used the 
distance setting and close-up lens 
indicated by the “sign” closest to the 
shoes (the close-up lenses clip right 
over the Land camera’s regular 
lens). Then, he snapped the shutter, 
pulled the film tab to start the de- 
velopment process, and lifted out 
the sharp close-up picture 60 sec- 
onds later. 

The finished prints were turned 
over to Frank N. Smalkin, who cut 
them with scissors to separate the 
two or three different shoes shown 
in each picture. Using these trimmed 
“shots,” he prepared paste-up lay- 
outs for reproduction and sent them 
to the printer (Associated Printers 
Inc., Baltimore), where they were 
photographed with an offset camera. 
Silver proof prints were pulled and 
returned to us for approval, and 
once this was granted, the catalog 
itself — featuring a gold-colored, 
stiff-paper cover was printed 





and distributed to our customers. 


> The whole picture-taking process 
was so fast and simple Mr. Ries was 
able to photograph the more than 
250 shoe styles and patterns in- 
cluded in our golden anniversary 
catalog in one week less than half 
the time required to get finished 
line drawings from the agency 

Seeing each print on the spot, he 
knew right away if the picture 
showed all that he wanted it to 
show. If not, he immediately took a 
second picture. This speed factor 
eliminated the film processing de- 
lays we would have faced if we 
used conventional cameras. 

And the Polaroid film is so sensi- 
tive, he didn’t have to use any spe- 
cial lighting effects, such as flood 
lamps. The pictures were taken un- 
der the regular ceiling lights in the 
display room, giving the shoes a 
natural, pleasing look in the finished 
prints. 


> We estimate the cost of each Pol- 
aroid print at about 27¢ for mate- 
rials. And, considering that we av- 
eraged about three illustrations per 
print, this brought our cost-per-il- 
lustration down to less than 10: 
compared to the $2 it formerly cost 
us under the old line-drawing sys- 
tem. 

Are we satisfied with the instant- 
photo technique? 

Our golden anniversary catalog 
turned out so well we have already 
similarly reproduced one page as a 
single catalog sheet, and have tenta- 
tive plans to run additional sheets 
later in the season. 44 


Kenro Introduces 
Office-Type Camera 


An office-type camera, specifical- 
ly designed as companion equipment 
for the Kodak Ektalith Method and 
other matrix-transfer systems such 
as the new Gevaert process for 
making Gevacopy Rapid Offset 
Plates, has been designed by Kenro 
Graphics Inc., Chatham, N. J. 

Designated the Kenro Vertical 14 
Companion, its major use is de- 
scribed as the production of line 
and halftone negatives for offset 
duplicators. It will make exposures 
up to 11x14” and can be operated 
either inside or outside a darkroom. 

A portion of the top surface of 
the camera forms a shelf that ac- 
commodates the processing units 
employed by the matrix-transfer 
systems and other office reproduc- 
tion procedures. Underneath the 
shelf is a cabinet for film and chem- 
ical storage. The unit has enclosed 


Gow 
No.11l LOWER CASE No.2 CAPS 


ALPHABETS ‘with. o modeu {lair 


No.1024 CAPS No.1025 LOWER CASE 


ULLER on lower case + numoule. 


No. 2000 COMPLETE 


Complete Alphabets On Acetate Sheets 


No. 2005 COMPLETE 


Cote ONLY peumred a word | 


No. 1011 LOWER CASE No.1012 CAPS 


Use in catalogs, booklets, ads, artwork 
No. 3000 COMPLETE 


Get FREE catalog at Art Supply Store or write 
ADVERTISING AIDS CO. 57 SOUTH 4" ST. 
Minneapolis 1, Minnesota 


“THIS ENTIRE AD SET IN QUILLO:* 


TRANSPARENT HAND LETTERED 


SELF-ADHESIVE ALPHABETS 


TM MU aa La 
CRESCENT COLORED DRAWING BOARDS 


(Anniversary Series 


Let your renderings and layouts look 


Te really important—use your tavorite 
CARDBOARD any of the 19 soft-colored textured 


See your dealer for san 


CRESCENT CARDBOARD COMPANY 


Formerly Chicago Cardboard, Company e 1240 N. Homan Avenue «Ch 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Obie St, * Chicago 10, Illinois 
Dept. M-3 @_ Telephone: Michigan 2-5651 
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SPECIAL! “EYE OPENER” KIT 


CLIP BOOK ART 


Dozens of Different Art 
Proofs All Ready to Clip 
and Use Actual $15 
Value, Now only 


Money-saving introductory offer to 
prove “Clip Book” art can save you 
time and money. And give you top 
quality art in the bargain! Used by 
top advertisers for ads, printing, pub- 
lications, direct mail, audio-visual 
aids, etc. Offset, letterpress, silk 
screen, film. Only $1.95 — and no 
strings attached! Your paste-up kit 
will include many samples from 
“Art Director's Clip Kit” and “Clip 
Book of Line Art’ . . . line drawings, 
pre-screened halftones, lettering, two- 
color art, Grafiklines. Enough ready- 
to-use art for dozens of paste-ups. 
Satisfaction guaranteed — no obli- 
gation. Merely attach check for $1.95 
to your letterhead and ask for your 
“Eye Opener” kit. (Only one to a 
customer — & new customers only!) 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 1, NEW JERSEY 
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lights and a 


vacuum-type copy- 
board equipped with register pins. 

Accessories include fixed and ad- 
justable Ektalith heads, 
and Xerographic heads, vacuum 
backs and vacuum copyboards. 

The prismatic head can be used 
for direct copying, at same, reduced 
or enlarged size, letters, type-set 
matter, engineering drawings, pa- 
per-to-paper without an interme- 
diate negative. The Xerographic 
head accommodates plates used in 
electrostatic equipment. « 


prismatic 


Light Sources Shown 
By Color Visualizer 


A chronic problem for designers, 
architects, and de- 
partments has been that while their 
products or color designs might be 
harmonious or pass a color inspec- 
tion under one type of illumination, 
under another type of light they 
might clash with surrounding colors, 
or appear entirely different than 
planned. 

A solution to the problem has 
been offered by the Macbeth Day- 
lighting Corp., Newburgh, N.Y. 
through its color and light visual- 
izer. The unit has_ incorporated 
three light sources side-by-side in 
a compact, portable unit making 
possible instantaneous comparison 
and test of color samples under 
north daylight, incandescent light 
and fluorescent light. 

The unit’s dimensions are 25x8x 
15”. Weight is approximately 161% 
pounds. The unit is housed in a 
brown fabrikoid finish with detach- 
able front cover and handle to make 
it a carrying case. Price is $165 with 
a $145 unit available in grey metal 
wrinkle finish without cover and 
carrying handle. Quantity discounts 
are offered. 


colorists sales 


A description sheet of the unit is 
vailable on request. 


. for more details circle 322, page 131 


Color Transparencies, 
Print Service Offered 


A service offering photographic 
color transparencies, in addition to 
photographic color prints mounted 
in light boxes or on panels, has been 
announced by a New York firm. 

According to Bebell and Bebell 
Color Laboratories, 108 W. 24 St., 
New York, the service includes the 
complete design and complete prep- 
aration of exhibitions and presenta- 
tions which can be used for stock- 
holders’ meetings, conventions or 


any type of show. 

For display or exhibit purposes, 
the company says it can supply 
mounted photographic color prints 
in any size and shape, or illuminated 
light boxes (with transparencies 
mounted) to any specification. All 
panels, prints, transparencies and 
associated material can be crated or 
packaged for a one-time viewing or 
can be shipped and serviced accord- 
ing to itinerary. 

Color prints or transparencies can 
be supplied up to giant sizes 40/’x10’ 
in one piece, larger sizes are sec- 
tionally mounted. The company says 
it can make prints and transpar- 
encies from any type of original. 

Requests for additional informa- 
tion on the service should be 
directed to Norman Lars Bebell at 
the company 44 


Booklet About Small 
Camera Tells of Uses 


An art researcher in Coopers- 
town, N. Y., uses a camera not much 
larger than a package of chewing 
gum in her work and so do finance 
company officials, air 
vestigators, merchandise control 
system executives, among others, 
points out the Kling Photo Corp., in 
a new booklet “They Minox For 
Business, For Pleasure,” about its 
miniature 344 ounce Minox camera. 

Users of the camera tell how it 
has helped them take picture in 
situations where the photographer 
wished to escape attention, an in- 
stant 


safety in- 


record of a_ situation was 
needed, or a photographer did not 
wish to be burdened with 


equipment. 


heavy 


- for more details circle 323, page 131 


Cover Picture To get an unusual 
cover shot for its December issue, ‘Wood 
Working Digest’’ used a full-color paint- 
ing by AD Vic Erickson behind a set of 
wood carvings of the Nativity. Photog- 


raphy was by Double Sixteen, Wheaton, 
Wl 





Specialists Define 
Publishing Function 


Miles-Samuelson Inc., New York, 
technical publication specialists, has 
issued a folder “I Didn’t Know 
There Was Such a Service,” ex- 
plaining the organization’s func- 
tions. 

In it, Miles-Samuelson details 
how it has produced engineering 
handbooks, instruction books, bro- 
chures, company histories, educa- 
tional aids and instructions for set- 
ting up assembly and _ production 
lines in foreign countries for Amer- 
ican manufacturers. 

Copies are available. 


. for more details circle 324, page 131 


Progressive Offers 
Color Stat Brochure 


For users of color stats, Progres- 
sive Composition Co., Philadelphia, 
has issued a four-page brochure 
describing the prints. 

In “Some Tips on Color Stats,” 
the company discusses how the 
stat duplicates the color of the orig- 
inal, the making of the stats, sizes, 
mounting techniques, time needed 
to produce them, double printing 
and costs. 

Copies are available. 


. for more details circle 325, page 131 


Illusory Challenge This unusual por- 
trait, by illustrator Victor J. K. Mac- 
Naught, is one of a group of WBZ- 
WBZA, Boston, radio station announcers, 
used in a mailing piece. Stare at the 
three dots for 20 seconds, concentrating 
Then look at a blank wall and blink 
your eyes. Bostonians may recognize Jim 
Holt. 


glass mats by PsA 


are a combination of glass and wood cellulose 
fibers. They provide perfect register, low 
shrinkage, high fidelity, little make-ready, 
plus improved ink coverage. And you will 
find the use of these mats truly economical. 
PARTRIDGE & ANDERSON COMPANY 

712 Federal Street, Chicago 5~Phone HArrison 7-3732 

ELECTROTYPES, NICKELTYPES, MATS, R.O.P. COLOR GLASS MATS, 
THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES. 


oO 
a 
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Where do you get BETTER SERVICE than at P&A? 


SK PLASTIC DECALS! 


Teugh, permanent, waterproof Vinyl Plastic “7 
— applied without water under all 
weather conditions. Write for free 
samples and estimate — TODAY ! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 


Put Bounce in your Bulletins ! 5000 pro- 
fessional repro proofs sent to you now. 

800 all-new proofs in spiral-bound Annual 
each year. B. F. Goodrich, General Mills use 
‘em. Limited number Licensees each city. Free 
folder to recog. agencies and National Advtsrs. 


4 
STIVERS STUDIO - BOX 3684 - SAN FRANCISCO 19, CALIF 


AASVYPE 


is your spokesman 
be sure it speaks 


well for you. 
SERVICE TYPOGRAPHERS, INC. 


723 S.WELLS ST. CHICAGO 7, ILL. HArrison 7-8560 


CUT-OUT LETTERS 


brate! | Beye yy emeteleel a eer Cierny 


2” CAPITALS—180 letters and numbers per 
set; Red, Black, Green, Yellow, Blue, 
White . . . $1.00/set. 1%” MANUSCRIPT 
240 letters per set; Red, Black, Green, Yel- 
low, Blue, White . . . $1.00/set. 4” CAP- 
ITALS—1i50 letters and numbers per set; 
Red, Black, Green, Yellow, Blue, White 
. . « $2.00/set. Only one color and size per 
set. Other sizes available. Reusable two- 
sided plastic adhesive $1.00 per pack. Order 
by mail or WRITE FOR FREE SAMPLES. 


net 
“IDEA”’ LETTERHEADS MUTUAL AIDS, Dept. 321 


1946 Hillhurst Ave., Los Angeles 27, Calif. 


( ) Enclosed is check or cosh for $.... 
( ) Please send C.O.D. 
Underscore sets desired 


SEND FOR FREE CATALOG oe 
IDEA ART | | city ...... 


cola, ae a 


ee . Zone.... 


aes SATISFACTION GUARANTEED 
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Swiss designers 
have helped to sell 
telephone service 


through fine desi 


gn. 
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By Maurice Bensoussan 


to Switzerland, and you should want 
to know the next day’s weather, 
pick up your telephone and dial 
#162. A friendly voice will give you 
the most recent and most accurate 
meteorological report. 

If your watch has, by chance, 
stopped, and you want to reset it 
correctly, there is nothing more sim- 
ple. Merely dial #161. 

If you are interested in sport, and 
your favorite basketball team is 
playing Berne or Lausanne, you can 
find the score by dialing #164. You 


to sell service 
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Position correcte, audition parfaite 


Une mauvaise position 6u microphone infiu« 


vorablement \a quelite de la transmission sonore. tc 


nce défa 


st ecart de 
la position correcte rend | écoute plus difficile 


will get a full report of sporting re- 
sults. 

If you haven’t had time to read a 
newspaper, but want to get a brief 
summary of the news, just dial #168 
if you understand French, #167 for 
German, and you will get the high- 
lights of what is happening. 


>» These are only some of the serv- 
ices that have been made available 
through the Swiss telephone service. 
You can send telegrams, have good 
music wired into your home, be 
awakened on schedule, and many 
others that are not commonly of- 
fered in other countries. To promote 





these activities, the postal service 
(which, in Switzerland, operates the 
telephone facilities) produces an im- 
posing number of posters and mail- 
ing pieces to reach the public. 

The posters are installed in post 
offices and in telephone booths, and 
each is built around a single point, 
in order to avoid dispersal of atten- 
tion. The themes vary from the sim- 
ple suggestion “Telephone” to de- 
tailed instructions on how to hold 
the phone for better sound trans- 
mission. The designs are equally 
varied, and there is hardly a design- 
er of any note in Switzerland—a 
country famed for its fine design 
that does not have in his portfolio 
at least one telephone poster. 


> To help build telephone traffic, the 
service has prepared a number of 
mailing pieces for stores, ready for 
their imprinting. These point out, in 
one way or another, that the tele- 
phone shopper avoids bad weather, 
doesn’t have to stand in line and 
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gets heavy and bulky parcels de- 
livered. 
To give this promotion a feeling 
Résultats des matches TELEPHONE of unity, the telephone company has 
les dimanches, dés 17h. environ developed a label which designates 
that the store welcomes business by 
ne telephone. This little design, “Tele- 
phone Service,” is used on the mail- 
ing pieces, and stores are urged to 
reproduce it on their letterheads 
and wherever else possible, assuring 
prospects that they have guaranteed 
to execute orders placed by phone 
as conscientiously as those placed in 
person. 


La répartition des gains 


les lundis, dés 17 h. environ 


>» Thanks to this systematic promo- 
tion, colorful, highly graphic, the 
Swiss telephone service is the lead- 
ing system in all Europe. It boasts 
the highest number of telephone in- 
stallations per thousand residents of 
any country on the continent. And 
a good deal of the credit for this 
position must go to the colorful, 
graphic and well designed promo- 
tional material. 44 
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International Paper’s Ti-Opake gives opacity 
plus brilliant reproduction like this 


(Its amazing ink stand-out brings life to your picture) — ren psce =» 





( 
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What you should know about INTERNATIONAL TI-OPAKE 


—a leading member of International Paper’s first family of fine papers. 


NTERNATIONAL Ti Opak gives you 
] opacity in a lighter weight paper. You 
can print both sides of this bright. blue 
white paper without show-through 
li-Opake takes ink perfectly. Dries 
quickly without feathering or offsetting. 
And its clean surface and high level of 
printability help bring pictures to life 
You can count on excellent printing re- 


sults with International Ti Opake—in bril- 


Fine Paper Division 





liant full color or striking black and white. 

International Paper’s Ti-Opake is a 
multi-process paper. It can be used for 
ottset lithography : letterpress, silkscreen, 
or sheet-fed gravure. 

Pi-Opake is versatile. In both smooth 
and vellum finishes it can be used for 
brochures, stuffers, greeting cards, price 


lists, booklets, inserts, annual reports, and 


announcements. And you will find its fast- 


drying properties make it ideal for rush 
letterpress jobs. 

Ask your paper mer hant today about 
the newly-designed 8 42 x 11 ream-sealed 
packages with handy pull-tape opener. 
They are made to order for small offset- 
duplicating presses and come in conven- 
ient pull-tape junior cartons. International 
Ti-Opake is also available in all standard 


book sizes. 


INTERNATIONAL PAPER new york 17,n.¥. 





Portable Presentation 


A Presentation 


that Salesmen 


will Use 


. The pocket-sized binder, less than 


5x7”, holds copy on one side, actual samples on the other 


A pocket-sized presentation in- 
cluded both copy and actual 
product specimens with an in- 
genious design that prevented it 


from becoming over-bulky. 


By J. A. Bartels* 

Advertising & Sales Promotion 
Renewal Parts Section 

Locomotive and Car Equipment Dept 
General Electric Co 

Erie, Pa 


Some salesmen approach visual 
aids with all the enthusiasm of a 
jazz fan at a Lawrence Welk con- 
cert. 

These salesmen can give you 
several reasons for their dislike of 
the aids, the upside-down slides, 
blown fuses, spilled liquids and torn 
filmstrips. True, these accidents are 
not the inherent fault of the visual 
aid itself . . . but since it is the 
handiest thing around, and it can’t 
fight back, it usually catches the 
choicest cussword. 

This factor was taken under con- 
sideration when we wanted to help 
our salesmen transfer some of their 
natural enthusiasm for our new 
armature coil development to their 
customers. Our solution was a 
pocket sized kit that expanded to 
19” when in use. 


“Since preparing this article, Mr. Bartels 
has moved to Milwaukee, where is as- 
sistant sales manager for the Bruner Corp. 


We felt it filled three needs: 


1. It is simple to use. 


2. The expansion from pocket-size 
to 19” had a dramatic impact. 


3. It helped our customers see the 
competitive advantages of our ar- 
mature coil. 


The kit itself consists of a binder 
made of Black Keratol #25 rag- 
board containing two booklets. 
When it is closed, the kit measures 
only 34x6 11/16x1 7/16”. When in 
use however, the width dimension 
of 34” spreads to 1914”. Total weight 
is 7 oz, including the metal pieces. 


> In use, the customer sees two 
facing pages at a time, one from 
each booklet. Pages in both book- 
lets are keyed by number so that 
the presentation is synchronized with 
actual sections of the product dis- 
played on the right . . . accompany- 
ing copy and photos on the left. As 
the customer is invited to inspect 
the product features, the salesman 
summarizes the detailed copy. 
Since an armature coil is quite 
clumsy to handle, featured mate- 
rials were cut up in cross-sectional 
view, strips and pieces. Also in- 
cluded was a section of a coil that 
had failed during manufacturing 
tests at six times normal operating 
voltage. It demonstrated, as words 
could not, our standards set up for 
each coil during manufacture. 
The plastic-bound, calendar-fin- 
ished stock used for the inner book- 
lets has stood up under heavy use. 
Each page is held securely but with 
enough give on the edge to elimi- 


nate sticking of the pages during 
the presentation. 


> Slotting of the inside edges of the 
cover enabled the last pages of each 
booklet to be inserted in the binder. 
Black book cloth was used for re- 
inforcement of these inside edges 
It allows for the easy exchange of 
different product booklets and also 
bypasses any snap-closing or fas- 
tening difficulties on the part of the 
salesmen. 

After completing the presenta- 
tion, the removes the 
booklet containing copy and photos 
and gives it to the customer. Not 
only does the booklet serve as a 
refresher on the product, it con- 
tains phone numbers and locations 
of Renewal Parts’ regional ware- 
houses on the last pages. We find, 
also, in nine cases out of ten, the 
customer will ask to have one of 
the booklets before the presenta- 
tion has drawn to a close. 


salesman 


> We backed up the kit with two 
page, two color ads, trade show 
participation, fact sheet mailings 
and publicity. Production costs of 
our kit were minimized by using 
the same plates and copy material 
as used in the ads. This also 
brought the additional benefit of 
helping to recall the campaign to the 
customer’s attention. 

As an additional safeguard, each 
salesman had his name embossed on 
the kit. The embossing was a minor 
detail but it kept the salesman 
from ignoring the kit. 


> Working with local creative art 
agencies, Industrial Promotions 
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to better paper bUyING te tree 


booklet tells why papers made with cotton fiber 


offer you more in prestige, permanence, per- 


formance. The “Better Papers” emblem tells 


who makes them. Send for the booklet; watch 


for the emblem. 


oat 


Cotton Fiber Paper Manufacturers 
122 East 42nd Street, New York 17, N. ¥ 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR "COTTON" OR “RAG" 


SERVICE 


IS MORE 
THAN 
JUST A 
WORD 


ar LAKE SHOR 


IN THE WATERMARK OR LABEL 


3M PRE-MADEREADY ELECTROTYPES 
REILLYTYPES * REILLY PLASTICTYPES 
R.0.P. COLOR NEWSPAPER MATS 


ENGRAVING SERVICE DEPARTMENT 


ELECTROTYPE 
DIVISION 


1224 W. VAN BUREN - CHICAGO 7, ILL. - SEeley 8-1010 
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Inc. and Damar 
greatly in smoothing production, 
bindery and assembly operations. 
Printing was handled by Erie Dis- 
patch Printing and Binding Co. 
The Repair and Renewal Parts 
Sales Section of our company has 
responsibility for the sale of all re- 
placement parts that are used on 
various types of locomotives. It is 
a business that is highly competi- 
tive in product areas where parts 
wear out, such as coils, brushes, 
gears and bearings. Because of the 
success of the kit showing the com- 
petitive features of our new arma- 
ture coil, the idea has been ex- 
panded to other product 
lines. Experimentation has shown 
that microphotographs, finely ma- 
chined cross sections and various 
contributing materials can be used 
to great advantage, no matter what 
the size of the finished product 


Displays, aided 


cover 


>» We have found salesmen’s ac- 
ceptance of the kit was very en- 
couraging. After using the kit a 
number of times, each man devel- 
oped his own technique of presen- 
tation, and with it appreciation of 
the potential involved. Using parts 
and pieces of the product, as we 
have, is not new, of course, but the 
arrangement and simplicity of ma- 
nipulation is new to some salesmen. 
This technique and added varia- 
tions can help the salesman train 
himself in their use and stimulate 
a desire to try more complete pres- 
entations. 

What is important, our salesmen 
have since indicated a desire to 
utilize other presentations of this 
type as a basis for customer calls. 
As long as you keep the presenta- 
tion compact and interesting to the 
salesman—he will more than justi- 
fy its expense in sales. 44 


Hints on Paper Masters 
Preparation In Folder 


Instructions to clerical help re- 
sponsible for preparing paper mas- 
ters for offset duplicating are con- 
tained in a folder of the Davidson 
Corp., Brooklyn. 

Suggestions are given for typing, 
writing, drawing and ruling on the 
masters, and other methods for pre- 
paring art or copy. A listing of the 
right kind of master to select for 
the specific job is also included as 
well as a listing of supplies needed 
for paper master preparation. Hints 
on duplicator operation are also 
included. 

Copies of the folder are available. 

- for more details circle 312, page 131 





20th in AR’s series on externals 


When an Agency 


Edits an External 


Most external publications are 
edited within the company, 
but here’s one which is 

an agency responsibility. 


Pobliviead by FULLER MANUFACTURING COMPANY Katemeroo Bictiger 


Typical Cover 
often a full-bleed 


With an 8x11” trim size, the cover is 
black-and-white photo. The title block is 
set in in color, with the credit line in black 


Fuller Manufacturing Co. is one 
of the country’s largest manufactur- 
ers of transmissions for trucks and 
construction equipment. For the 
past eight years, the Kalamazoo, 
Mich., company has published a 
quarterly external house organ, 
Transmission Topics, dealing prin- 
cipally with applications of Fuller 
transmissions to a wide range of 
jobs under varying conditions. 

Transmission Topics is prepared 
for Fuller by Curtiss, Quinlan, 
Keene & Peck, Inc., an Indianapolis 
agency specializing in industrial ad- 
vertising and marketing. Editor 
Kenneth E. Keene, executive vice 
president of the agency, calls TT 
“the magazine that writes itself.” 
Although the statement is an obvi- 
ous exaggeration, it emphasizes the 
fact that most of the hard work in- 
volved in creating the magazine is 
done long before it emerges from 
the copywriter’s typewriter. 


> The subject matter of TT falls in- 
to three categories: applications of 
Fuller transmissions, new-product 
announcements and editorial ma- 
terial. Into the first category fall 
case histories of Fuller users and 
accounts of Fuller products used as 


components by truck and equip- 
ment manufacturers. New-product 
stories are, as a rule, introductory 
articles about Fuller innovations 
and engineering developments. Edi- 
torial stories are widely diversified, 
but are generally written as a serv- 
ice to trucking safety, education and 
maintenance. 

Material for Transmission Topics 
is obtained from a number of 
sources. Many original equipment 
manufacturers are extremely coop- 
erative in supplying information on 
new products and successful appli- 
cations involving Fuller products. 
Unsolicited testimonials from con- 
tented users constitute a small but 
valuable source of story material. 
Fuller field representatives are 
often able to supply fruitful leads. 

But perhaps the most significant 
source of stories is assiduous read- 
ing of trucking and _ construction 
publications. Case histories of Ful- 
ler users, uncovered in this manner, 
are evaluated in the light of ex- 
perience with the companies in- 
volved and 
through 
contact. 

Members of the advertising agen- 
cy staff travel thousands of miles 


either 
direct 


followed up, 
correspondence 01 


annually to obtain first-hand infor- 
mation on Fuller applications, to 
discuss Fuller products with man- 
agement and maintenance personnel 
and to accumulate statements and 
photographs which can be trans- 
formed into case histories. 


> Once material has been received 
by the agency, it is filed and cross- 
indexed by date, application, origi- 
nal equipment manufacturer, model 
of transmission and name of user. 
Thus it is immediately available 
when an issue of TT is initiated. 

The first concrete step in the cre- 
ation of an issue of Transmission 
Topics comes approximately 16 
weeks before the magazine is sched- 
uled for publication. Editor Keene 
calls a creative conference with the 
agency copywriter responsible for 
writing the major part of the issue 
Also attending the conference is the 
account secretary, who handles cor- 
respondence concerning the maga- 
zine, maintains a file of the com- 
pleted stories and creates new files 
as story material comes into the 
agency. 

At the creative conference, the 
approximate make-up of the issue 
is discussed. Space is allotted to any 
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TESTED 


LVF eats 


oS) e) aa or.T 1) a ee Or les leee gens 
Contains samples and printing suggestions 


COLOR SELECTORS for Silk Screen, Bulle 
tin Colors, Qwik-Spray paints, and Water Col 
er CM Re Cm Tae Oo ime CY 
Came ae am Ome el ame) ) 


sonreet Couns co 


GCM maa m mM mer laeRe ile 
OANA eM OER MS ttm TL a Ot 
Sun-Tested Velva-Glo for velvety smooth jobs 


RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif. 
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MOST PRACTICAL QUICK-CHANGE 
PORTABLE DISPLAY EVER DESIGNED 


aT 


WITH 
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FOLD BASE 


For Sales Meetings 
Sale Counters 
Reception Rooms 
Presentations 


Pat. 2746191 


— 


Clear acetate cover Folds flat Sith screen or 
Wits for quick changes for hanging print as desired 


The N. Y. Times, Newsweek and others select 
Picturest for their advertisers. Protects and 
enhances ads, layouts, photos, illustrations, 
etc. under acetate. 


PRICES: (net fob NY) 9'/."x12", $10.80 doz. 
12”x15", $14.40 doz. Samples $1.25 ea. In 
grey or blue. Made to any size, color or 
material; with or without printing. 


SEe0oeoeo Go 


Creative Binders for Advertising & Selling 
318 W. 48th St., New York 36 * PL. 7-5950 
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material—usually a new-product 
announcement—which Fuller de- 
sires to have included. Prior to the 
conference, the copywriter has com- 
piled a list of available case history 
story material, listing it by trans- 
mission model, equipment 
type of 


manu- 
owner 
and/or operator, geographical loca- 
tion and file number. At the same 
time, the writer makes recommen- 
dations concerning possible editori- 
als 


facturer, service, 


> With these factors in mind, the 
writing of the 
started. 
mission 


magazine can be 
balance of trans- 
types of service, 
equipment manufacturers 
and geographic operating area must 
be maintained. These considerations 
dictate, to a large extent, just what 
material will be used in any given 
issue. 


Proper 
models, 
original 


Because of this, not all available 
information can be used in a partic- 
ular magazine, and this, in turn, 
often requires that further story in- 
quiries be made during the creation 
of an issue. Because the magazine 
is published every three months, no 
appreciable backlog of useful infor- 
mation can be maintained if the 
stories are to be up-to-date. 

Notwithstanding the difficulty of 
creating a timely, well-balanced 
magazine, the creative conference 
establishes an outline and _ time 
schedule for the issue involved and 
permits the copywriters to begin 
immediately. As has been sug- 
gested, proper organization and the 
filing of sufficient story material 
greatly simplifies the work of the 
writers. Once an “angle” has been 
established for each article, the ac- 
tual writing becomes largely a mat- 


Birren Booklet Tells 
Use of Tinted Stocks 


A booklet describing the use of 
tinted stock with color-related inks 
is being offered by Allied Chemi- 
cal’s National Aniline Division, 
makers of dyestuffs for the paper 
industry. 

The booklet demonstrates the use 
of four-color process printing on 
four different colored papers. 

The text, by Faber Birren, color 
authority, contains such quotes as: 

“Color doesn’t need justification. 
What it does need, however, is dis- 
crimination. Color for the sake of 
color is never enough. If it can add 
to the appeal of paper and printing, 
it can also detract and be ‘ugly.’ If 
people by and large have certain 
favorites, if consumer goods sell 


ter of telling the story in the most 
effective way. 

There is, on occasion, some diffi- 
culty in arriving at a valid “slant,” 
this difficulty being caused by the 
fact that an appealing idea is often 
neither new nor unusual. An ex- 
ample of this is the “growth” aspect 
of a common carrier trucking story; 
in truth, the entire trucking indus- 
try has grown so fast in the past 
twenty years that rapid expansion 
is the rule rather than the excep- 
tion. 

Nevertheless, it has been found 
that, given enough material, the 
writers can create an entire issue in 
a relatively short time. As soon as 
copy has been approved by the edi- 
tor, it is sent to the agency art de- 
partment, together with all perti- 
nent art and photographs. The art- 
ists are given as much latitude in 
layout as possible, and whenever 
possible are allowed to choose the 
number of pages for each article. 


> While the art department is laying 
out the magazine, the copy is typed 
in final form. Upon completion of 
the layout for each story, photostats 
of copy and layout are sent to the 
equipment manufacturers and/or 
users mentioned in the article. No 
story is published without their ap- 
proval. As production date ap- 
proaches, the approved copy and 
layout are shown to the client rep- 
resentative, who makes any changes 
he deems necessary, whereupon the 
material is returned to the agency 
production department for printing. 

“Transmission Topics writes it- 
self.” But only after months of re- 
search and organization which make 
the actual writing of each issue a 
relatively simple task. 44 


best in certain hues and tones, if in 
advertising and packaging some 
colors outperform others, then the 
right solution lies in careful choice 
and intelligent research.” 


- for more details circle 313, page 131 


Hickok Introduces 
New Corner Cutter 


A new corner cutter that cuts two 
rounded corners at one time on pa- 
per or board from 3 to 14” wide is 
being marketed by the W. O. Hickok 
Mfg. Co., Harrisburg, Pa. 

The cutter, designated Model I, 
complements the company’s Model 
2, introduced several years ago, 
which handles stock 5 to 16” wide 
and up to 6” high. (4 
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Reverse side of SS 
display shows completely 
different message 


QUICK, EASY 
TO ASSEMBLE 
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1. Remove entire 
contents. Erect sides 
—push in louvres, 


2. Large tube fits into 
openings at bottom of 
side pieces, 
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3. Support tube , li ee 
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openings. 


SOMETHING TOTALLY NEW IN DISPLAYS! IMAGINE! 
A DOUBLE-SIDED COMPLETE ILLUMINATED 
DISPLAY—INCLUDING 4-COLOR PRINTED 

OE * 

A Pusch. theeual TRANSLITES—for only $475 each! 


label covering socket c ; : ; 
opening. Install light This is a completely self-contained, illuminated display even to the 
bulb. 


shipping tube. Through the artistry of collotype printing you can have 
magnificent, full-color illustrations on this two-sided display at prices so low 
as to be almost unbelievable! 


Handsome, simple to assemble, IM-PAK DISPLAYS permit changeable 
messages in realistic full color for your point-of-sale program. Write for 
5. Translite sheet 


‘ane anand bee actual sample, sent C.O.D. for only $2.00 (Refunded on first order). 


tube. Fastens at top Mail coupon today! 
with pressure-sensi- 


tized tape *In quantities of 250 displays. Larger quantities priced even less. LACK BN 
BLACK BOX COLLOTYPE STUDIOS, INGC., Screeniess Photogelatine Printer | 
4840 W. BELMONT AVENUE, CHICAGO 41, ILLINOIS « AVenue 33-0262 


les, Calif Roanoke, Va Rush price 
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mixer looks like... but 
you can see it 
soon at your 


nearest 


We don’t want to show our competition what 


the new 1960 Worthington Fleetmaster truck 





Worthington distributor. He’s listed on the 


back of this page 


Not an Insert .. . 


is a first in the business paper field 


When Worthington Corp. asked 
the New York office of its adver- 
tising agency, Needham, Louis and 
Brorby Inc., to develop a program 
to introduce the new 1960 Worth- 
ington truck mixer, there was one 
particularly challenging obstacle to 
hurdle. The program was to start 
several months before the mixer 
was to be available for public ap- 
pearance or description. 

The NL&B staff put on its crea- 
tive cap, keeping in mind that the 
mixer could not be illustrated in 
any way. It decided to make the 
initial advertisement a spectacular 
two-page teaser by die-cutting the 
mixer outline in the middle of a 
page, surrounded by a head that 
made up the advertisement’s only 
copy: “We don’t want to show out 
competition what the new Worth- 
ington Fleetmaster truck mixer 
looks like . . . but you can see it 
soon at your nearest Worthington 
distributor. He’s listed on the back 
of this page.” 


> Obviously the simplest produc- 
tion would be to print inserts and 
die cut and ship them to the mag- 
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WORTHINGTON 


A Die-Cut Ad in 
Run-of-the-Book 


To tell about a product that wasn't 
ready to be talked about, Worthington 
adopted a teaser technique 


This ad with the hole in the middle ran as 


a run-of-the-book insertion, making what everybody believes 


azines scheduled to carry the ad- 
vertisement. But NL&B wanted to 
give the idea additional impact, 
and it asked Concrete Products and 
Modern Concrete if the page could 
be carried “run-of-book”’. 

Both magazines agreed to the 
“run-of-book” innovation, provided 
the necessary dies were supplied and 
an extra charge for die cutting was 
paid. Two dies were needed for 
each magazine, or four in all. They 
cost $21.50 each, or a total of $86. 
The extra charge for die-cutting 
was also modest, amounting to less 
than the cost of an additional color 
on each page. 

The only reservation Worthing- 
ton and NL&B had in running the 
advertisement was its placement, 
for a competitive truck mixer show- 
ing through the die cut would have 
been a tragedy. This was solved by 
the magazines’ willingness to po- 
sition the page so that only type 
matter was visible through the die 
cut 


>’ When the advertisement ran in 
the December issue of Concrete 


Products and Modern Concrete 


(both printed in Chicago), it repre- 
sented, as far as is known, the first 
time that a die-cut ad had been 
scheduled in a “run-of-book” po- 
sition. Die-cut ads and editorial in- 

-.continued on p. 93 


Teaser Campaign . . . Another example 
of how to talk about the product with 


out saying anything about it. 





New ... for bindings 


No other durable book cloth 
prints as beautifully... 


Dramatic cover designs for hard bindings . . . 
a distinctive new look for presentations, 
books, binders, announcements . . . now 
possible with Du Pont’s new vinyl “PX” 
cloth. Colors print truer, richer, livelier, in 
sharper detail on its clear white, uniform 
printing surface. New vinyl “PX” cloth binds 


with ease on standard equipment. 


wears so well... 


Tough . . . because it’s impregnated with 
vinyl. Du Pont’s new “PX” cloth stands up 
to rough treatment better than ordinary book- 
binding materials. It’s ten times more scrub- 
resistant than pyroxylin materials of the 
same grade. Product manuals, directories, 
catalogs give years more wear, look better 
longer, bound in Du Pont vinyl “PX” cloth. 


as Du Pont’s new vinyl impregnated book cloth 


You get real impact from sales presentations, books, announcements, 
promotional materials bound in new Du Pont vinyl “PX” cloth. In a 
vividly printed hard cover, your printed piece will command attention, 
make more of an impression. And if it’s meant to be used again and 
again, a Du Pont “PX” cloth binding will keep it crisp, clean and in- 
viting longer. 

For more information, sample swatches, write E. I. du Pont de Ne- 
mours & Co. (Inc.), Fabrics Division, AR-03, Wilmington 98, Delaware. 


"PX" and “Fabrikoid” are Du Pont's registered trademarks for its impregnated 
and coated bookbinding materials. Patent for vinyl PX" cloth has been applied for. 


“Px"® CLOTH AND FABRIKOID® 


REG. U. 5. PaT. OFF 


BETTER THINGS FOR BETTER LIVING THROUGH CHEMISTRY 
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Allied’s Colorcraft is definitely “a horse of a different color’’ 


...for it's a completely new idea in colored paper. 


Colorcraft is color with reason; not just color for color’s sake. Available 


in ten distinctive new tones—the bright Impulse colors and the subdued 
Influence colors—each is based on the research of Faber Birren, noted colorist, 
who designed the Colorcraft line to stimulate physical and mental action...to create 


favorable moods...and to improve direct mail response. 


Try Colorcraft on your next promotion pieces. Whether it's a letter, card, or 
elaborate brochure, you'll be amazed at the results, both in effect 


and in better returns. 


Ro 
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THE NEW AND DIFFERENT 


bond and offset stocks in popul 


cover stock—and Colorcraft inks in text and a 


IMPULSE COLORS 


SULFUR YELLOW «+ PUMPKIN 
SUMMER GREEN «+ INDIGO « FLAME PINK 


ular sizes and weights—envelopes in all color card 


ent colors are available from IPI 


LINE 


ag ana 


INFLUENCE COLORS 


SANDSTONE « SMOKETONE BLUE 
ROSEWOOD « ASPEN GREEN « BUCKSKIN 


Designed To) amaliela attention value and pon Colors of high stvyie, desianed tor more ex 


il. Recommended 


for prestige products and professional serv 


taneou wt 0} el oreh ideal for mass market direct sive and influentia appe 


mail selling to gain attention and stimulate 


response. ices where distinctive appeal is desired 


Colorcraft is available through franchised merchants throughout 
the country. See the one nearest you for more details. 

Albuquerque 
Atlanta 


Austin 
Baitimore 


Carpenter Paper Company 
Whitaker Paper Company 
Carpenter Paper Company 
Stanford Paper Company 
Garrett-Buchanan Company 
Carpenter Paper Company 
Carpenter Paper Company 
Forest Paper Company 
Chatfield Paper Corporation 
Central Ohio Paper Company 
Central Ohio Paper Company 
Carpenter Paper Company 
Central Ohio Paper Company 
Carpenter Paper Company 
The Union Paper and Twine Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
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Chatfield Paper Company 
Carpenter Paper Company 
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Minneapolis 
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New Haven, Conn. 
New York City 
Oklahoma City 
Omaha 
Philadeiphia 
Pittsburgh 
Pueblo, Colorado 
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St. Louis 
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San Antonio 

San Francisco 
Seattle 
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Washington, D.C. 
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serts have been numerous, but the 
Worthington advertisement marked 
a pioneering step that may well 
have frequent duplications in the 
future 

Continuing the teaser approach, 
NL&B’s latest Worthington Corp. 
advertisement in the series ap- 
pearing in the same two magazines 
in January—only illustrates a set 
of tire tracks running off the page. 
Again copy is brief, contained in 
the remarks of two men illustrated 
at the bottom of the page (heads 
only) by wash drawings. One asks: 
“Where is that truck mixer I was 
supposed to see on this job?”. The 
other replies: “Why it’s done and 
gone, man. That was a 1960 Worth- 
ington, the world’s fastest truck 
mixer.” 44 


Manufacturer Issues 
Guillotine Paper Cutter 


A new table-top guillotine paper 
cutter for use in business, schools, 
print shops, letter shops, and other 
places where paper is used has been 
placed on the market by Douglas 
Homs Co., 326 Jackson St., San 
Francisco. 

It weighs 56 pounds and can be 
operated on a table or a_ desk. 
Called the Model 14, it comes in- 
dividually boxed in a reinforced 
corrugated container. The Model 14 
has a capacity of approximately 300 
sheets with widths up to 14%”. It 
details for $139.50 44 


Patented Formula Basis 
For New Line of Papers 


A new printing technique, reduc- 
ing the contrast between inks and 
paper and assuring easier reading 
and reduction of eye fatique, has 
been patented by Whiteford Pape: 
Co. Inc., 430 Lexington Ave., New 
York. 

The patent covers the “Impact” 
formula, which, according to the 
company: combines lightly 
tinted papers with color-related 
inks to obtain the optimum reflect- 
ance contrast for comfortable read- 
ing.” 

The concept is based on studies 
conducted by E. A. Whiteford, 
president of the paper concern and 
Faber Birren, color consultant. 


>» Research has revealed that mod- 
ern lighting conditions often pro- 
duce too high a contrast between 
the black ink and white paper for 
extensive reading. White paper re- 
flects approximately 85% of avail- 


able light and black ink about 5% 
representing a 
about announcement 
from the company states. It con- 
tinued that this ratio is reduced to 
the most desirable ratio, approxi- 
mately 8-to-1 when a tinted paper 
and a dark colored ink of the same 
family are used in combination. 
In practice, dark brown ink is 
used with Jonquil or Suntex col- 
ored paper; dark maroon with Coral 
paper; dark green on Mint Green 
paper and dark blue on Azure Blue 
paper. 44 


contrast ratio of 


17-to-1, an 


How Will Stock Look? 
Answer in Swatch Book 


Swatch books, to show the paper 
user what kind of work he can ex- 
pect before the stock is on the press, 
are being made available to paper 
users by the Sorg Paper Co., Mid- 
dletown, Ohio, through paper mer- 
chants. 

The books show 65, 85 and 100 
line screen letterpress printing and 
120, 133 and 150 line screen offset 
lithography on each of the colors in 
which the particular grade is made. 
In addition, the book’s swatches are 
scored, die-cut and strip varnished. 

44 


Copease Corp. Offers 
Several New Machines 


The Copease Corp. has introduced 
several new machines including a 
line of photo offset presses, a plastic 
laminator, and its new dual ream 
spirit duplicating model 


® Ranging in price from $1,500 to 
$12,000, the new offset presses in- 
clude: the Copease Copilith Junior, 
a small press designed for office use 
in reproduction of sales bulletins, 
forms, price lists, systems jobs, half 
tones and simple color work up to 
9x14”; the Copilith Standard, a 
compact high speed automatic press 
for reproduction departments and 
letter shops handling paper up to 
12x15”; the Copilith Senior for han- 
dling sheets up to 14x20’; and the 
Copilith Super for large volume re- 
production of sheets up to 17x22”. 


@ The organization’s Copease Copi- 
seal plastic laminating machine is 
designed to laminate all types of pa- 
per, card or fabric with a clear film 
of cellophane, acetate, Mylar, PVC 
or foil on either one or both sides to 
provide a permanent seal against 
dust, dirt and aging. Copease feels 
it is especially suited for volume 
laminating work such as special ap- 
plications in industrial plants, job 


WHAT ARE YOU 
IN LITHOGRAPHY? 


COLOR REGISTRY 


SHARPNESS 


ACCURACY 


FOLLOW THROUGH SERVICE 


EXPERT COUNSEL 


EXPERIENCE 


you can be sure of these 


at 


CADILLAC 


PRINTING & LITHOGRAPHING CORP. 
812 West Van Buren Street « Chicago lilinois 
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printing and photo finishing shops 


® The electric Copease-Banda Mod- 
el 170 Dual Ream Feed duplicating 
machine simultaneously feeds, du- 
plicates and stacks side by side, two 
of 8%x11” paper at the 


full ream 
rate of 10,000 copies per hour or one 
full ream of 14x17” paper at the rate 
of 5,000 copies per hou 44 


Offset Paper Samples 
Offered by Northwest 


A folder containing samples of 
Mountie Offset Antique Wove in 
white and eight colors is available 
from Northwest Paper Co., Cloquet, 
Minn 

The paper is suited for announce- 
ments, food and beverage menus, 
table-tents and direct mail, the 
company said 


for more details circle 314, page 131 


Advertisers’ Products 
On Monthly’s Cover 


Proof of their products is offered 
readers of the October issue of Sky- 


lines, official monthly publication of 
the Kansas City chapter of the 
American Institute of Architects, by 
two of its advertisers 

The Kansas City Natural Slate 
Co. supplied 450 square feet of 
quarter-cut satinwood veneer fo: 
the Flexwood cover of Skylines. It 
is believed that this is the first use of 
Flexwood for a publication cover. 

The veneer was finished with Vel- 
vet Ace Lac, a spray-on polyester 
finish distributed by Devoe of Kan- 
sas City Inc. 

Cover production took approxi- 
mately three months. The entire 
book, including the cover, was 
printed offset. 44 


New Laminating Film 
Developed by Apeco 


Development of a new, heavy- 
gage film for use in its desk-top 
laminating machine has been an- 
nounced by the American Photo- 
copy Co., Evanston, III. 

The new film, Apeco Heavyweight, 
is expected to get its heaviest use in 
laminating such frequently-handled 
items as identification cards, photo- 
graphs, signs, drawings and _ tags. 
Made of DuPont Mylar polyester, it 


QUICK QUALITY 


Our completely modern PHOTO- 
ENGRAVING facilities are at YOUR 


QUALITY LINE 
HALFTONE 
COLOR-PROCESS 


ELECTROTYPES 


beck and call 24 hours a day. A 


two-way radio-controlled pick- 
up car will bring us your job in 
a matter of minutes. You'll be 
pleasantly surprised at how 

fast your finished proofs 


will be delivered to you. 
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NORTHWESTERN 
PHOTO-ENGRAVING CO. 


328 Ss 
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JEFFERSON STREET 


CHICAGO 


is available in roll sizes of 111%7x 
150’ and 3%%”’x 150’. The latter width 
allows users to laminate such small 
items as_ identification cards and 
tags with a minimum waste of film. 

44 


Dual-Purpose Tool 
Offers Blade, Lead 


A Dual-Purpose tool for use in 
photoengraving, photocopying, sten- 
cil and hobby craft has been devel- 
oped by the Griffin Mfg. Co., Web- 
ster, N.Y. 

One end holds a retractable, re- 
placeable tool steel blade. The other 
end is designed to hold half a length 
of drawing lead. 

Price is $1.25. 44 


Dick, 3M Announce 
New Copying Units 


Two new entries in the copying 
machine field have been announced, 
one to be manufactured by Minne- 
sota Mining and Mfg. Co., the other 
by A. B. Dick Co. 

The 3M product is known as the 
Courier and is styled for desk top 
use. The new unit weighs 25 pounds 
and is operated by a single control. 
It is 144%x12%x4'” and will sell 
for $199. The Courier is designed 
to accommodate a new bond-weight 
white copy paper developed by 3M 
and any one of seven colored or 
special copy papers. 

The Dick product has been des- 
ignated the model 110 Photocopier 
It is 25x10%x10” and weighs 31 
pounds. It will make exact copies 
of anything printed, duplicated, 
typed, written, drawn, or photo- 
graphed, in black or colors, the 
company announced. Copies have 
the handling and filing advantages 
of regular 24 pound bond paper. 44 


Halftone Screen Finder 
Introduced to Market 


A halftone finder that 
identifies a wide range of screens 
from 60 to 175 lines is being offered 
to the market by Cobb Shinn, 


Indianapolis. 


screen 


In addition to showing fine offset 
lithography screens, the finder also 
includes agate, nonparell and pica 
measures. Made of durable, clear 
laminated vinylite, it is 2x10” in 
size. 

Prices range from $1 for one to 
$7 for 12. 44 
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beaver 


service ! 


Big news for printed matter shippers and consignees 


When you ship printed matter via Railway Express, you—or your customer—can 
now get the benefit of new low rates on a shipment or shipments with total weight 
of 1000 Ibs. or more on any one pickup. You can ship to as many destinations—as 
many ‘different consignees—as you wish. 


For example, under old rates, shipping 10 packages with a combined weight 
amounting to 1235 pounds from Philadelphia to 10 destinations throughout 
the country would have cost $180.94. Under new rates—only $132.73! Saving: 
$48.21 or 26.6%. Greater savings will result on shipment aggregations of 
2500 Ibs. and over. And you can ship charges prepaid or collect. 


RAIL + AIR « SEA 


We’re busy as beavers putting into effect new incentive rates to solve your “small 
HIGHWAY 


shipment problems.” Next time you order or ship, specify Railway Express. 
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R.O.P. Color Standards 


ART STANDARDS 
Materials 


1. Drawings . . Best results can be obtained by the 
use of opaque water color, casein recommended, 
avoiding the addition of opaque white or opaque 
black to the color 


Transparent water color can be used successfully 
provided the colors are fresh, crisp and supplied 
with sufficient identity so that the paper color or 
the under color pigment does not come through and 
dilute the color as it is photographed by the camera. 
Be sure that sufficient color contrast is provided so 
that delicate tonal graduations do not get lost in the 
final reproduction. 


Do not combine transparent and opaque water 
color because of their different absorption qualities. 
They will not photograph alike even though they do 
look alike on the artwork. 

Always be certain that there is enough contrast in 
the colors to allow good separation and detail in the 
final proof. A combination of light tones will usually 
give unsatisfactory results. Use strong colors to com- 
pensate for the expected loss of intensity which oc- 
curs in normal newspaper printing. 


If possible, all artwork should be in one piece. 
When it is not possible to furnish artwork complete 
in one piece, it is imperative that an accurate com- 
prehensive mechanical layout be furnished the en- 
graver. 


Simple separations can be made from black and 
white art indicating the color on flaps and through 
the use of tint areas. This applies only to simple 
register or solid, tint overprints. 


It is not advisable to overprint process colors in 
tones heavier than 80°%% as it usually results in com- 
plete loss of detail. Where full color is overprinted 
to produce black, the total coverage should not ex- 
ceed 250%. 


2. Photography .. In using photographic separa- 
tions, care should be exercised to reduce heavy un- 
der-color photographically and maintain contrast in 
clean open values, keeping all units large. 


3. Dimensions . . Artwork should be made up so 
that engravings 14” in width and 20” in length can 
readily be made from it. It is necessary to maintain 
engravings to the above size in order to meet the 


Standards for 


R.O.P. Color 


specifications of the smallest printed newspaper page. 
This applies to black and white full pages as well as 
color pages that are to be direct cast by newspapers. 
If a schedule calls for newspapers of both large and 
small page dimensions, artwork can be prepared to 
larger than 14x20” size, but it should be designed 
so plates may be cropped after the mats for larger 
size newspapers have been produced. 


Composition 


4. Overprint. . Overprinting type over color should 
only be done in those tone values that allow enough 
contrast between the type and the background to 
assure maximum legibility. Large solid color areas 
should be cut with a 10% screen for best printing re- 
sults. Heavy black lettering should be cut with a 
25°% screen to conform to the restrictions that many 
papers have against printing large black solids. 


5. Fine lettering . . Thin lines or rules and medium 
or small lettering reproduce better under press con- 
ditions when they are restricted to one color. When 
it is necessary to use more than one color, register 
is aided by terminating the lighter colors inside of 
the darker color. 


6. Reverse lettering . . In reverse lettering, if 
more than one color is used, make the lighter back- 
ground color smaller than the darker color. Small 
letters with fine serifs are not practical and should 
be avoided. 3 


7. Lettering adjoining illustrations . . Heavy 
color on lettering above or below a process illustra- 
tion has a tendency to affect adversely the quality 
of the illustration because of the excess of inking 
required by the lettering. Great care should be ex- 
ercised in the use of vignettes as they have a ten- 
dency to show hard edges in newspaper printing. 


ENGRAVING STANDARDS 


Materials 


8. Gages and type of metal . . To produce the 
ultimate in register and quality of reproduction, 16 
gage copper, gem metal, or magnesium metal should 
be used in producing ROP color engravings because 
such metals as zine will not stand up under repeated 
hot mat molding. 


8. Combinations of metals . . Eliminate as much 





With the rapid increase of newspapers offering r.o.p. color, 
and of the number of color ads placed, it is increasingly im- 
portant that standards and specifications be clear. This 34- 
point set of specifications has been compiled by Lake Shore 
Electrotype Division, Chicago, and is reprinted from the 
1959-60 edition of ROP Requirements. 


as possible combination of two metals such as copper 
and zinc or copper and electrotype metal except for 
type patches. Engravings made from combinations 
of metal distort during molding, producing poor 
register. 


10. Patches . . If patching is necessary after en- 
gravings are completed, the patches must be dove- 
tailed inside the page area, as the bearers are cut 
off before making mats. The dovetails are required 
because in hot mat molding, solder patches will melt 
and result in mis-register in the area patched. 


11. Size . . Page size printing area is not to exceed 
14” in width, and 20” in length to fit minimum size 
of all daily newspapers printing ROP color. It is 
necessary to maintain engravings to the above size 
in order to meet the specifications of the smallest 
printed newspaper page, thus eliminating the need 
for flat casting due to oversized page make-up. (See 
Item 3 under art standards for exception to this 
rule.) 


Screen 


12. Limes . . 60 to 75 line screen, depending upon 
subject matter. 60 or 65 line screen for extensive 
campaigns where press conditions and paper stock 
vary considerably. 


13. Etching depth . . Depth in accordance with 
ANPA Specifications (Report No. 9 dated August, 
1958) for 65-line screen engravings: 

Highlight Tones . . . 0.0055” 

Middle Tones. . . 0.0055” 

Shadow Tones . . . 0.0023” 


14, Shoulders . . Engravings should be made with 
a clean, smooth etch and the absence of shoulders. 


15. Reverse lettering . . In reverse lettering, if 
more than one color is used, etch the lettering in the 
lighter color larger than the darker color, to allow 
the darker color to overlap the light color. Small 
letters with fine serifs are not practical and should 
be avoided. 


Dead Metal 
16. Marking . . All inside dead metal must be re- 


tained or replaced after proofing, and marked clear- 
ly by an “X” or some other designation to indicate 


dead metal. 


17. Bearer . . A minimum one inch bearer is re- 
quired on the outside of the printed area. 


18. Size . . All engravings must be the same over- 
all size as the largest plate to allow for uniform 
register marking of all colors. 


Register Marks 


19. Location . . Engravers’ register marks must be 
located inside subject matter of advertisement at 
points as far apart as possible. They are to be placed 
when possible one in each of the four corners with- 
in the “live-matter” area. If this is not possible they 
should be placed to form a rough triangle with three 
marks within the ad area. 


21. Assemblage .. All color engravings should be 
in one piece and unmounted, to assure accurate 
register. Assembled units should be of the same 
thickness and level to insure proper molding for 
register. 


Finishing 


22. Routing . . Shoulders should be eliminated 
around illustrations, rules, type, etc., by routing 
close and trimming 4 off vertical. Gutters shall be 
routed to a minimum depth of 0.035” in accordance 
with ANPA Specification (Report No. 9 dated Au- 
gust, 1958), and held to a width of 3/16” between 


live matter and dead metal. 


23. Outlining . . When separating live elements 
from dead material, outlining must be as nearly 
vertical as possible to avoid shoulders. 


24. Hard edges .. Engraver must single tool all 
screen edges, when drop-outs exist, to eliminate the 
possibility of hard edges in the final printing result. 
Curved stereotype press plates accentuate defects not 
discernible in the engravings. 


25. Proofing . . Pull color proofs and progressive 
proofs wet on newsprint stock using ANPA-AAAA 
color ink in the following sequence of colors laid 
down, yellow, red, blue, black. 


26. Marking . . Stamp color on each engraving in- 
side live area, if possible. We recommend that the 
advertiser or agency assign to each ad a serial num- 
ber or other identification marks for quick reference 
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R.O.P. Color Standards 


by the engraver and the mat supplier. 


27. Vignettes . . Vignettes and soft or unnecessary 
backgrounds often print poorly. Vignettes especially 
are troublesome. The supposedly soft edges harden 
and blacken during the process of newspaper print- 
ing and often ruin the effect of the illustration. 
Avoid vignettes in very small, completely enclosed 
areas. When two or more colors are used, the lighter 
color should terminate inside the darker. When pos- 
sible, it is much better to eliminate vignettes al- 
together 


Agency Requirements 


28. Insertion orders . . Whenever it is possible, 
insertion orders, required number of proofs, and 
mats should be sent far enough in advance of date 
of insertion (generally 10 days) to enable news- 
papers who can do so to prepare their plates and 
make a pre-run. 


29. Notice to publishers . . We suggest that agen- 
cies issue notices included with insertion order to 
publishers: “Do not flat cast the mats furnished un- 
less absolutely necessary on an emergency basis.” 


Newspaper Material 


30. Mats . . Mats must be untrimmed, pre-regis- 
tered, and squared. 


Mats only will be furnished on all complete full 
page ads. 


31. Masthead .. All mats are supplied with a 


masthead and running head where required by the 
newspaper. 


32. Makeready .. Mats must be furnished com- 
plete with laminated pre-registered Super Bista 
Premakeready underlays and Bista Overlays to in- 
sure better quality. This mat has many advantages 
in that the treatment, which is a permanent part 
of it, transfers the makeready to the face of the 
plate producing sharper, cleaner printing through 
holding fine highlight dots and small serifs while 
printing the heaviest solids, and fading out vignettes 
and fine tones. The direct-cast, pre-makeready mat 
has been recommended as preferred choice of re- 
production material by the ANPA-AAAA Com- 
mittee on Newspaper Printing (Report No. 9, Au- 
gust, 1958). 


33. Partial pages. . In planning partial page cam- 
paigns contact your local technician for specific rec- 
ommendations on the use of mats, electrotypes, and 
plastic plates. 


34. Handling . . All mats must be packed in a 
moisture-proof container, to insure retention of pre- 
shrunk properties, with full instructions to news- 
papers for their use. 


Checklist for Producing ROP Color Copy 


Art Department 


® Make pastel colors opaque. 


@ Avoid using transparent and opaque water colors on 
same color copy. 


® Accentuate color contrast in original art and detail 
in light tones. 


@ Supply copy in one unit whenever possible. 
@ Avoid reproducing small type in multicolor. 
@ Limit overprint type to light backgrounds only. 


@ Remember color copy can be produced from black 
and white original. 


@ Limit full color overprinting to under 250%. 


@ Whenever possible, prepare color copy to actual size. 


Supply exact color guide and layout in absence of com- 
plete art. 


@ Screen large solids, in single colors and black type. 
Avoid vignettes. 


@ Carry pin point tone background in all colors around 
color swatches. 


@ Consult your color engraver before starting finished 
art. 


Photo Department 


Use color corrected lenses. 
Use sharp transparencies. 
Keep lighting ratio below 3 to 1. 
Light up background. 

Select generally light subjects. 


@ Remember color background can produce color cast 
in subject. 


@ Properly balance color film to lights. 


Engraving Department 


Mark copy size in inches and also denote width. 
Produce engravings to standard size. 

Clearly mark late plate corrections on color proofs. 
Use recommended screen angles. 

Etch cleanly to required depth. 

Retain dead metal. 

Maintain register. 


Use paper stock comparable to newsprint and ANPA- 
AAAA inks for color proofs. 


@ Print color bars on proofs. 
@ Clearly identify each color plate. 
Designate top of plate. 


Avoid drop-out of colors. 


© 
. 
@ Follow proper color sequence. 
* 


Use sharply defined, properly positioned register 
marks. 


Stereotype Department 
®@ Use hot mold direct pressure method for molding color 
mats. 


@ Use pre-makeready on mat and in shaver as required. 
@ Nickel all process color plates. 





JOBS for 


As self-selection becomes the rule, 


the product itself must carry more and more of 


the selling information, and what better way than a tag? 


Today’s sales promotion manager 
looks to his tags for brand identi- 
fication, product and line promo- 
tion, sales training, attention-get- 
ting and outside endorsements. 

Does every tag do all 
things? 


these 


The answer, of course, must be 
no. But that tags are versatile can 
be seen from the examples cited in 
a recent survey sponsored by Roth- 
child Printing Co., New York. 


© Third Dimension . . . The Golden 
Fleece Co., New York, manufac- 
turers of a golfing blouse, used a 
die cut golfball design for atten- 
tion-getting mobility and to in- 
tegrate the strength-and-strength 
message of the fabric. Superim- 
posed on the ball is a man starting 
the swing on one side of the tag 
and completing it on the other side. 
The ball was completely die-cut ex- 
cept at the top and the bottom 
where it was scored. This allowed 
a full 360 rotation without “losing 


the ball.” 
e Public Relations . Delta Air- 


lines, Atlanta, have a Junior Air- 
craft Inspector tag for children who 
have visited the main overhaul and 
maintenance base in Atlanta or in- 
spected a Delta plane at one of the 
67 cities they serve. Diamond- 
shaped, it effectively reminds the 
new air-age generation that they 
had enjoyed the hospitality of Delta. 
The carrier takes a long-range view 

some day, these youngsters will 
be buying their own tickets. In the 
meantime, the first and most pleas- 
ant airline impressions are Delta- 
oriented. 


e Attention-getter . Kay Man- 
ufacturing Co., Brooklyn manufac- 
turer of springs, uses a tag to give 


further impetus to its “Kay Qual- 
ity Award” Program. The Kay 
message is on the golden front and 
assures the consumer that the up- 
holstered furniture and bedding has 
been inspected to meet the neces- 
sary standards before receiving the 
Kay Quality Award. The tag was 
substituted for a sewn label not 
only because of the cost-reduction, 
but also to keep its attention-get- 
ting value by never getting tucked 
in and lost to view. 


© How-to-do-it-yourself .. . Drey- 
fus, Ashby & Co., New York, at- 
tach a colorful green and black tag 
to its cherry brandy. The tag is a 
twelve-sided pull-out listing vari- 
ous recipes and drinks that can be 
prepared with its product. In addi- 
tion, two sides are devoted to the 
product story. In this case, one tag 
is used for brand identification, at- 
tention-getting, recipe instructions, 
and as a sales reminder for the 
next purchase. 


Variety in Use 
These examples show 
how tags can be 

used for many 
purposes. 


® Give-away Promotion ... An- 
other liquor distributor, Julius Wile 
Sons & Co. Inc., Teterboro, NWJ., 
uses its tag to promote its Pernod 
Martini brand. The tag suggests that 
the consumer send 50¢ to the com- 
pany to obtain a handsome Dasher 
Bottle. On the other side is a drink- 
mix suggestion for making the 
Pernod Martini. 


@ Spot Carbonization Chariot 
Textiles Corp., New York, has com- 
bined its tags with its inventory 
control system. The tag has two 
parts. The first sheet, which is car- 
bonized on the back, is die cut and 
then padded to a heavier paper be- 
fore readying for stringing. The 
spot carbonization allows the clerk 
to write in the information pertain- 
ing to the lot and style, keep the 
bottom sheet attached to the fabric 
bolt, and send the top sheet to the 
office for the necessary tabulation. 
Accuracy is ensured through the 
carbonized process and time is 
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Pressure Sensitive 
Stik-On Blister 
Seals Tight 
instantly... 


NO HEAT 
NO EQUIPMENT 
NO SKILL NEEDED 


Now put more ‘See and Sell’ in your Pack- 
age this fast, low cost way. This newly de- 
veloped Stik-On Blister Pac is economical, 
so simple and adaptable that its advantages 
are available to a wide new range of prod- 
ucts and production situations. Fast and 
easy to assemble in your own plant, the 
pressure-sensitive Stik-On Blister bonds 
card and blister instantly. . . . Protects and 
fully displays your product for stand-out 
sales action. 


ONE COMPLETE SOURCE 


The new Stik-On Blister Pac is the result of 
Jackmeyer’s many years of continuous re- 
search and experience in every type of 
blister design and production: Heat-Seal, 
Foldover, Skin and now the Pressure- 
Sensitive STIK-ON. Every step is quality 
controlled from creative design to blister 
forming, printing and coating .. . all from 
one dependable source. 


Write for full details. Dept. AR-3. 
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Variety of Shape 


Tags shown here vary from small, informative types all the way 


to large tags which begin to lap over into the packaging field 


saved because the bolts do not have 
to be retagged 


@ Perishable Beauty Waren- 
dorf’s, a Manhattan flower shop, 
has taken the initiative in its field 
by using a tag on its cut flowers. 
The tag contains instructions on 
watering the flowers as well as the 
shop identification. 


© Blindman’s Bluff Libby- 
Owens-Ford Glass Co., Toledo, Ohio, 
has combined aid to the blind with 
its tag program. It furnishes a rib- 
bon tag to mirror manufacturers 
who use the company’s Parallel-O- 
Plate. The stringing of the ribbon 
is done by the Toledo Society for 
the Blind. The company felt that 
workmen in the 
would be a little more careful of 
the ribbon tags if they knew that 
a sightless person had worked very 
hard to produce them. 


mirror factories 


© Tag Shaped to Name . . . The 
Diamond Grace Girdle has its tag 
die cut in the form of a diamond. 
This is a four-sided hangtag with 
the product message, brand identi- 
fication, and washing instructions. 
Added attention and _ identification 
is obtained from the shape of the 
tag. 


@ Idea Introduction 
Kaufman, 


Herbert 
promotion idea- 
used a tag for the introduc- 
tion of his Shopper’s Check List. 
This is a shopping bag which is 
given away at food stores for the 
convenience of the housewives. 
Both sides of the bag have a check 
list of foods which are marked off 
at home. Listings for brand names 
are purchased by the food manufac- 
turers. The food stores are delighted 
because they save on the cost of 
bags which are supplied to them 
free of charge. The housewife is 
pleased because she has a made- 
to-order checklist for her 
shopping. Originally, Mr. 


sales 
man, 


grocery 
Kaufman 


attached a tag with the explanatory 
message and a return postcard fon 
the housewife’s when 


were over 


comments 
first tested. Returns 


20%. 


© Hidden Ingredient Oppy 
Brand Fabrics, New York, has pre- 
pared a sample tag which explains 
about the unseen interlining on a 
garment. A sample of Fahrenheit® 
is attached for the consumer to 
touch and test. In this way, the 
buyer not only reads the _ sales 
message, but has an actual sample 
to help convince him. 


© Packaging . The Setwell Co., 
Chicago, uses a header-tag to pack- 
age sets of six hangers. The hang- 
ers are inserted into the diecut cen- 
ter hole. The header then wraps 
around the sides and is stapled at 
the bottom. 


@ Service-and-sell . . . The Sam- 
son Cordage Works, Boston, use a 
lozenge-shaped red, white and blue 
tag for service-and-sell. The tag 
is put on to attract attention and 
to give service information to the 
consumer who wants to replace a 
sash cord. Since this is a tricky op- 
eration, the tag clearly explains 
the way to do it. Brand identifica- 
tion is an added feature. 


© Guarantee . Continental Wax 
Corp., Mt. Vernon, N.Y., used a 
booklet tag which is a guarantee for 
its six-months wax. The _ booklet 
also details the way to take care of 
the different types of floors. 44 


Packaging In Sheet Plastic 
Eased by New Machine 


A new machine designed to form 
Polyflex sheet plastic into packages 
has been introduced by R. A. Jones 
and Co., Covington, Ky. 

Named ‘“Plasti-Lok,”’ the ma- 





chine cold-folds and locks unscored 
die-cut plastic blanks into trays at 
speeds of 40 to 100 a minute, de- 
pending on package size and di- 
mensions. Basis of the new princi- 
ple is to confine the material to pre- 
vent cracking or crazing while it 
is being folded and permit it to re- 
sume its stability after the pack- 
age is locked. 

Polyflex, an oriented styrene 
sheeting manufactured by Plax 
Corp., Hartford, Conn., was chosen 
as the ideal plastic sheet for high- 
speed fabrication by the Plasti-Lok 
process because of its low cost, 
toughness and dimensional stability. 
It is also easily printed by standard 
commercial processes. 

The machine was developed on 
the cold-folding principle developed 
by Charles Palmer and Associates, 
Somers, Conn. This system elimi- 
nates the relatively slow and ex- 
pensive method of heating and 
forming plastic sheets. Cooperative 
research and development on the 
Plasti-Lok machine was also con- 
ducted by Monsanto Chemical Co., 
and R. A. Jones and Co. 44 


Idea File... 


Label Data Stresses 
Sales Appeal Ideas 


With all the emphasis on color 
and design packaging, sometimes 
the label is forgotten in merchan- 


‘ 


Soviet Cigaret Package Design 
above reveal a degree of 
designer Walter Landor 


dising plans. It too, however, is 
showing the sales appeal inherent 
in good use of design and color. 

Worth keeping for your idea file 
are the following: 


Dennison 
Folder 


Colorful illustra- 
tions in this folder 
emphasize the 
added sales appeal and attention- 
getting value obtained by 
color transparencies and 

artwork. 

Showing actual examples of la- 
bels and tags designed for national 
companies, the folder’s copy ex- 
plains how color, convenience and 
cost-savings can be combined by 
proper design and preparation. Also 
included is a checklist of jobs a 
tag, label or merchandise card might 
do for a company. 

Copies are available. 


using 
colored 
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Avery Adhesive 
‘Fabric’ Labels 


Pressure-sensitive 
tive “fabric” labels 
offering fine prod- 
uct identification on hard-to-label 
surfaces have been developed by 
the Avery Label Co., Monrovia, Cal. 

While it is permanent-gripping, 
the Avery FAB P-5, of a rayon- 
acetate material, is extremely flexi- 
ble and can be used on sharply- 
curved surfaces such as 
plastic hose, metal or 
bottlenecks and spherical objects. 

They will bond to rough 
or wrinkled surfaces and are strong 


rubber or 
glass tubes, 


also 


AVE piso en 


Despite the absence of competition, packages 
‘‘consumer-oriented’’ design thought, according to industrial 
Package for the economical soft pack (top left) is designed 


around Laika, the famous Sputnik dog; sputnik rocket is shown on the back of the 


pack 


The expensive hard pack (bottom right) almost harks back to czarist days with 


luxurious golden imprint even on the cigaret itself (shown at left of package. ) 


381 Chapters 


Book by 


James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
‘““SALESENSE”’ ARTICLES 


400 pages that deal 

principally with the creative 
aspects of advertising 
Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a ‘‘demand performance.” 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘'Sale- 
sense"’ articles in book form as 
a permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


EXAMINE SALESENSE for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. 
Attention: Book Department 
200 E. Illinois St., Chicago 


| want———————. copies of SALESENSE IN 
ADVERTISING. If | am not completely 
satisfied with the book (or books) after a 
5 days’ examination, | can return the book(s) 
and my money will be refunded in full 


My Name 

Firm — 
Address ———- 

City —__—_——_—— Z — State 
(1 I am enclosing my check for $ 


OO Bill me tater () Bill my firm 
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Photograph © 


Production Data: Production and editorial work on the Metro 
politan Opera Program were by SATURDAY REVIEW, INC. 
The program is printed on 5-color rotary letterpress equip 
ment by Blanchard Press, Inc., N. Y., with the cover on 70# 
Sterling Letterpress Enamel and the text also on a Westvaco 
Quality Paper. Lighting for the photo was by Sylvania Electric 
Products Inc. Photography was by Joe Costa with technical 
assistance from the Eastman Kodak Company and Sylvania, 


This.picture of the Metropolitan Opera Tlouse, appearing on the cover of the 

1959-60 Opera program, cost over $10,000 and was undoubtedly worth it. When the Met 
is torn down in a few years, this photograph will be our major means of conveying 

to future generations the grandeur and beauty of this famous center of American culture. 
Over a mile of wire was used in connecting the 105 strategically placed photo-lamps 
that were used to capture the warmth and glow of the venerable show place. 

To reproduce in full splendor the effect thus achieved, the publishers chose 

West Virginia’s Sterling Letterpress Enamel. Its bright, clean whiteness, high opacity, 


and level, glossy surface bear out the wisdom of their choice. 


The West Virginia family of distinguished papers includes Offset as well as Letterpress 


erades for almost every specification or process, Whichever vou choose, you enjoy 
all the benefits of West Virginia’s direct mill-to-you sales policy and service. 

For full details write: West Virginia Pulp and Paper, 230 Park Avenue, 

New York 17, N. Y., or call one of the offices listed below. 


Fine Papers Division 
Commercial Printing Paper Sales 


s 7 = 
i ee West Virginia 


Cincinnati 12/ RE 1-6350 

Detroit 35/DI 1-5522 Pulp and Paper 
New York 17/MU 6-8400 

Philadelphia 7/LO 8-3680 

Pittshurah 19/CO 1-6660 


San Francisco 5/GA 11-5104 


THIS INSERT IS PRINTED ON STERLING LETTERPRESS ENAMEL 25 X 38 SO0# 
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HOW 
ABOUT 
YOU? 


Do you know that many cancers 
can be cured if detected early ? 
That an annual health checkup 
is your best protection against 


cancer? 


Are you giving yourself this 
big advantage? Or are you 
taking chances with your life 
because of foolish attitudes 
about cancer like these? 


DON’T 
EVEN 
MENTION 
THAT 
WORD! 


Fear keeps 
some people 
from even learning cancer 


facts that can save their lives. 


NEVER FELT 


BETTER! 2) 
> 
hing 


/ 


Checkups help to detect cancer 


in its “silent” stage before you 
notice any symptom. 


COSTS 
TOO 
MUCH! 


Dollars you spend 
for the protection 
of your health can 
mean years of life. 


Millions of Americans have 
made an annual checkup a 
habit... for life. How about 
you? 


AMERICAN CANCER SOCIETY 
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Having fun? 


enough to fasten or hinge various 
objects. They will not withstand 
laundering or dry cleaning but will 
cling firmly to a variety of prod- 
ucts made of cotton, wool and 
synthetics, providing a tight grip 
even if subjected to repeated pull- 
ing and twisting. 

They are available in varied 
shapes and sizes and can be printed, 
typed, rubber-stamped, or written 
upon with a ball-point pen. 

Samples and complete details are 
available 
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New Cushioned Bag 
Has New Features 


A lower-priced cushioned ship- 
ping bag with a self-seal closure 
and a built-in zip cord opener has 
been introduced by the Henry B. 
Katz Industries Inc., Newark, N. J. 

Called “Zip-Pak,” the mailer has 
a single flap closure with a Zip- 
latex applied to the flap and to the 
top of the bag. A Zip-string tea 
cord is built into the bottom of the 
bag for instant opening 

Suggested uses include shipping 
of books, catalogs, tools, drills, rub- 
ber stamps, gifts, novelties, trophies, 
etc 

Zip-Pak bags are available in 10 
sizes from 4x8” to 1434x20” 

Samples are available. 
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Expandable Polystyrene 
Described in Brochure 


An illustrated brochure, explain- 
ing the applications of “Dylite” ex- 
pandable polystyrene in packaging, 
is available from the Koppers Co. 
Inc., Pittsburgh. 

A lightweight plastic which can 


be molded into intricate shapes of 


uniform density, Dylite provides 


protection against vibration and 
impact damage. It can be painted 
or decorated with a number of ma- 
terials including decals, flocking and 
sequins. It also can be embossed 
with trademarks, etc. 

Photographs in the brochure il- 
lustrate its use as a shock-absorb- 
ent and water-proof pack for such 
products as typewriters, clock ra- 
dios, vaccines, and nitric acid. 

Also shown in the brochure are 
applications of the material in com- 
bination packaging and 
units. 


display 
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Broader Packaging Service 
Planned From Merger 


A wide-range packaging-market- 
ing service on a national, regional, 
or local scale has been introduced 
by the new Packaging Corp. of 
America. 

Formed by a three-way merge! 
of the American Box Board Co., 
Grand Rapids, Mich.; Central Fibre 
Products Co., Quincy, Ill.; and the 
Ohio Boxboard Co., Rittman, Ohio, 
the Packaging Corp. of America 
utilizes 8 mills and 41 converting 
plants to produce containers, car- 
tons, displays, molded pulp prod- 
ucts, and paperboards. 

Also included in the corpora- 
tion’s facilities are 11 folding carton 
plants and 22 corrugated container 
plants. 

The corporation reports a wide 
range of experience on all types of 
packaging problems ranging from 
metals to mushrooms plus extensive 
art, design, engineering and photo- 
graphic staffs. 44 


Low Cost, Full-Color Tags 
Shown in Sample Folder 


A line of high quality, four-color 
process tags at a “package proce- 
dures” price are shown in a sample 
folder from the American Tag Co., 
Belleville, N.J. 

Printed on 10 pt. Kromekote, the 
“Amerchrome Tags” are coated on 
the full-color side with a_ plastic 
which imparts a high gloss and 
resistance to water, scuffing, etc. 

Package procedures which kept 
the tag prices low include stand- 
ardization of paper, tag sizes, etc.; 
gangrun printing, and color illus- 
trations from transparencies sup- 
plied by the client. 

The Amerchrome tags are avail- 
able in six standard sizes ranging 
from 214x3%”" to 514x7”. 
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Boxed-in Trip . . 


. Visitors entered the idea mine at the end, 


and were given all the sensations of a drop down a mine 


me OS 


shaft and a trip through the mine, without ever leaving the 
box-like structure. Sound and films created the illusion 


A Mine at an Exhibit 


U.S. Steel took visitors to its 
exhibit on a ride through a coal 
mine, without ever leaving the 
exhibit floor. 


By William R. Fawcett 
U. S. Steel Corp. 
Pittsburgh 


In the glitter and excitement of 
a big industrial trade show, it re- 
quires a lot of technique to attract 
potential customers to your partic- 
ular exhibit. And after you’ve suc- 
ceeded in getting their attention for 
a moment, it is even more difficult 
to get them to concentrate on the 
message you want to deliver. 

One way to get your story across 


would be to establish a “captive 
audience” by locking them up in a 
big, black box and making them sit 
quietly while you deliver your story 
- with light, sound and motion; 
some place like a coal mine would 
be ideal. But you don’t generally 
have coal mines conveniently lo- 
cated in the middle of an auditor- 
ium where a trade show is being 
held. 

This is a mere detail; we built 
one! 


> Visitors to the Coal Show at the 
Municipal Auditorium in Cleveland 
last Spring, were taken down a 
1,000’ mine shaft on a tour through 
miles of mine tunnels all within 
a 10x30’ floor area, and all on a 
perfectly horizontal surface. 

This was accomplished through 
an unusual combination of audio 


and visual effects a simulated 
elevator and mine, plus a unique 
16mm “squeeze motion” Cinema- 
scope color animated cartoon. 


> To start the tour, visitors were 
ushered into a mock-up mine ele- 
vator and were told by a U. S. Steel 
guide to be prepared for a rapid 
descent into the mine shaft. 

While one group descended, one 
of the three ladies in the group of 
nine whispered nervously, “I can 
even smell the coal.” It was a sin- 
cere, if unintended, tribute to the 
ingenuity of our display builder, 
Gardner, Robinson, Stierheim & 
Weis, who simulated a complete 
coal mine to bring to the visitors 
the message of Steel’s importance to 
the mining industry. 

Never, during their “rapid de- 
scent,” did the visitors at the show 
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TIPS ON HANSONTYPES 


Solid-Copper Duplicates 
of Process Originals 
for Publication Molding 


Leading color advertisers and 
national publications 
recognize the high quality of 
Hansontypes are regular 
users of Hansontypes. Tips 
On Hansontypes gives you 
basic information on this 

fast, money-saving method of 
duplicating process originals 
Free upon request. Write 


HANSON COMPANY 


Sth and Sansom Sts., Phila WAInut 2-5567 


Yt, 
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The PROGRESS + HANSON * PROGRESSIVE G 


Graphic Art 


Philadelphia + New York + Newark + Lancaster 
Wilmington + Baltimore - Washington - Richmond 


AMERICA’S LARGEST 
ART SUPPLY CENTER 


WD) 


More TV is visualized on our Tom- 
kins Telepad (illustrated) than all 
other pads combined! Send for 
sample page and see why. 
No. 72A 19 x 24 50 Shts 

(600 perforated panels) 

$3.50 each 

$38.50 dozen 


Write on your letterhead 
for 200 page catalogue of 
art supplies — “an En- 
cyclopedia of Artists " 
Materials." ; 


ARTHUR BROWN & BRO., Inc. 
2 W. 46th St., New York 36, N. Y. 
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move from the floor of the Audi- 
torium. The illusion of the eleva- 
tor’s descending was accomplished 
through a combination of sound and 
motion effects, plus a_belt-driven 
vertical screen showing mine strata. 


> Later it was the same. At the bot- 
tom of the make-believe shaft the 
visitors entered a “mine room” and 
stepped into a simulated mine car 
where they sat, holding on tightly, 
while the car rushed through the 
tunnel, into a world of fantasy. And 
again it was impossible to realize 
that this car hadn’t moved forward 
at all 

These last effects were accom- 
plished through perfect synchron- 
ization of the rocking and swaying 
of the car and the sound track and 
moving pictures. The car seemed to 
race down the long mine corrido1 
making the audience feel they were 
taking the trip more literally than 
figuratively. 


>» Within the mine, the visitors were 
introduced to a number of cartoon 
characters representing the different 
types of steel produced by USS for 
use in mining operations. Central 
cartoon characters were Willy Mc- 
Nilly and his magic pick, and the 
American Steel & Wire Tiger. These 
and other characters explained the 
properties and characteristics that 
made each steel product specially 
suitable for the job to be performed. 

There was no attempt to “sell” 
products. This was U. S. Steel’s 
“Idea Mine” a place where the 
industry could see how U. S. Steel 
produces products solely for better 
mine production and mine safety. 

Before going into specifics, it may 
prove worth while to evaluate the 
significance of the “thinking” be- 
hind the entire project. 


>» Technically, the problem of pro- 
ducing the effects of a coal mine 
within the confines of an exhibitor’s 
booth was a challenging one, but 
even more challenging was the 
original problem: How can a pri- 
mary steel producer reach the at- 
tention of the leaders of an industry 
in which its product benefits con- 
sist of intangible physical proper- 
ties? Among the hundreds of ex- 
hibits in every exposition as large 
as the Coal Show, there are always 
to be found some outstanding new 
machines or instruments which can 
promise an immediate return in in- 
creased production and profits to 
the investor 

Faced with this kind of competi- 
tion for attention, USS felt that it 
couldn’t afford to enter a display of 
case histories and samples proving 


Nothing’s New It was back in 1908 
that this mine replica display was made, 


to show visitors steel mine timbers 


superiority of physical properties 
the static type of display which fre- 
quently affects the visitors in the 
manner of a magnet pointed in the 
wrong direction. 

USS reasoned that one of the rea- 
sons for being in a show of this kind 
was to be seen—to use its ex- 
hibit to influence, make friends. 

Therefore, it was decided that 
promotion and emotion should go 
hand in hand. But how to cram the 
three emotional appeals motion, 
sound and color—into the confines 
of an exhibit booth, without dis- 
rupting the exhibits of their neigh- 
bors? At this point, the “Idea Mine”’ 
was born. 


>» From that point it became largely 
a problem of techniques. With the 
plan of the “Idea Mine” firmly 
planted, and its ultimate objectives 
minutely spelled out, USS called in 
GRS&W who rolled up their sleeves, 
sent out for a pot of coffee, and 
went to work. 

Time, of course, was limited. To 
produce the exhibit on time re- 
quired an around-the-clock sched- 
ule for weeks. The eight-minute 
“squeeze motion” film used in the 
display created some of the rough- 
est technical problems ever to con- 
front GRS&W and Warren R. Smith 
Inc., producers of the film. 

The illusion of depth and “squeeze 
motion” effects were created by use 
of a series of cut-out puppets and 
backgrounds placed on spaced glass 
sheets. To achieve the desired re- 
sults, puppets had to be moved a 
fraction of an inch at a time, an op- 
eration which obviously took con- 
siderable time. However, 
such time-consuming 


despite 
operations, 





the technique proved to be far less 
expensive than full animation, and 
in a production such as this, far 
more effective. 


> It’s interesting to point out that 
the film was originally shot in 35mm 
Cinemascope color negative and 
then reduced to 16mm Cinemascope 
color prints for rear screen projec- 
tion on to a wide screen. 

The great number of visitors who 
took the tour and the many favor- 
able comments were most gratify- 
ing to USS. It justified the time, 
effort and expense that went into 
the building of the “Idea Mine.” 44 


Business and Booths... 


Exhibit Builders Offer 
Folders on Exhibit Ideas 


Two large exhibit builders have 
recently published folders on new 
exhibits and ideas. 


Sales Producing Exhibit problems 
GRS&W Exhibits and solutions are 
illustrated in the 
“Sales Producing Exhibits” folder 
released by Gardner, Robinson, 
Stierheim & Weis, Pittsburgh. 

The folder shows 14 different ex- 
hibits, each designed to solve a dif- 
ferent exhibit problem. They range 
from a simple grouping of many 
small products on modular panel 
back walls, to a spectacular joint 
five-division exhibit in the form of 
a stylized mock-up coal mine. 

Other techniques used in the ex- 
hibits included live demonstrators, 
wireless microphones, unusual con- 
ference areas, polarized light ani- 
mation, etc. 

Copies are available. 
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Ivel’s New A 
‘Scissorpak’ 


lowcost, self- 
contained exhibit 
piece is described 
in a folder by Ivel Construction 
Corp., Brooklyn. 

Called “Scissorpak” because of 
the folding design, the unit can be 
used alone or as a modular section 
of a booth background. It consists 
of two 4x5’ perforated Masonite 
panels and a 5’ header sign fin- 
ished in light gray lacquer and 
supported by heavy gage aluminum 
framework. 

The two panels provide ample 
space for copy, pictures or prod- 
ucts, and two optional light strips 
can be concealed in the unit with 
one behind the header and the other 
between the two display panels. 

Set up size is 5x8’; shipping size 
is 54x60x8”. Price is $175; light 


Portable Unit 

Made of panels of 
corrugated board, 

this exhibit by 
Presentation Associates 
Washington, weighs 
only 13 Ibs., opens 

to 4x5’. 


strips are $18.50. 
The Scissorpak method of folding 
is illustrated in the folder. 
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Exposition Folder Reports 
On Chicago’s New Center 
Facts on Chicago’s new exposi- 
tion center, scheduled for a 1960 
fall opening, are available in an 
illustrated folder prepared by the 


SALES and 
PROFITS g 


Chicago members of the Exhibit 
Producers & Designers Assn. 

Included in the information is 
a description of the center’s physi- 
cal structure, the exhibit hall serv- 
ices it will offer and a list of na- 
tional trade shows already sched- 
uled to be held there. 

The folder also includes a _ pic- 
ture of the building as it will look 
when it is completed and a diagram 
showing its relation to downtown. 

- for more details circle 303, page 131 


re 


p.«. With WIRE 


4 y 
/ 


DISPLAYS! 


@ Over 27 years’ experience. 


/ @ 4,974 successful applications. 


@ 6 manufacturing plants with 387,400 sq. ft. 


of modern facilities. 


i 
| @ Complete design and engineering services. 


@ Custom designed for your exclusive use. 


\\ @ Drop shipping and warehousing facilities. 


Write for illustrated folder 


P.O. Box 491 


@ 2505 Bransford Avenue @ Nashville, Tenn. 
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NEW LOW COST 
POINT-OF-SALE MATERIAL 


PRODUCED ON ACETATE WITH PRES- 
SURE-SENSITIVE ADHESIVE BACKING 


Available transparent or opaque. Easy to 
apply, no preparation, goes on with a 
flick of the finger. Easily removed after 
serving its purpose, eliminating dealer 
resistance to use of such display material. 


THE NEW EASY WAY TO 
PROMOTE AND PUBLICIZE 


* DOOR & WINDOW SIGNS, STREAMERS 
+ VENDOR & DISPENSER SIGNS 
* COOLER & CABINET SIGNS 
+ MIRROR & BACKBAR SIGNS, STREAMERS 
+ SHELF & DISPLAY STAND STRIPS, STREAMERS 


Write for comprehensive ~ 
fact sheet and samples 

Also get FREE copy of 48 

page full color “IDEAS ’ 
IN ACTION,” crammed ) 
with illustrations and > 

case histories—newest "as 


data on telling and selling 


with labels and tags ee 


allen hollander 


company, inc. 
385 Gerard Avenue, New York 51, N.Y 
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HOUSE IN 


MEMORANDUM 


DATE 12/7/59 


FROM Tea Sanchagrin, Eastern Editor 
TO Bob Konikow, Managing Editor 


You know I make it a practice when overly late for work 
to come armed with a bizarre reason. This one is on the 
level. It's on the Lower Level of Grand Central Terminal 

here. Some crazy Florida realtor 
is building something as big as a 
house here. In fact, it is a house 
on a choice plot of railroad prop- 
erty. Crazy realtor? Like a fox, 
putting up a house display in a 
high traffic area. 

It wasn't there Friday night 
when I dashed home for that week- 
end of suburban living and leisure 
time economists are always talking 

about. But the shell was up when I commuted back into Man- 
hattan this Monday morning with overcoat pockets full of 
elusive leisure-~clothes pins and dog leash. 

I picked my way over the prone and supine bodies of fel- 
low commuters. Scurrying and unseeing, some had become en- 
meshed in wooden horses, loose wood, moist concrete and 
nail buckets. Others had knocked themselves out dashing 
heads down into the cinderblock 
construction. Workmen were enjoy- 
ing the race to surprise the incom- 
ing commuter horde with the shell 
of a house. They managed to fit it 
in catty corner among four station 
pillars. It reaches to the termi- 
nal ceiling, and you know how high 
that is. 

One workman suggested I try 
the Charlex Realty Corp. booth upstairs for information. 
A railroad information booth clerk nearby suggested I try 
Charlex, too. The clerk said all he knows is Someone started 
building the house Friday night with three eight-hour 
shifts of masons, carpenters, electricians and laborers. 
He said he hasn't had a request for train times and track 

numbers since he came to work to- 
day. 

A counterman at the station 
food concession a few paces away 
was well informed, sounded like an 
undercounter agent for the real- 
tor. The display will be a five- 
room house, living room, two bed- 
rooms, kitchen-dining room and 
bath (in Florida even the john is 

a room). It'll have a screened porch and carport. 





A STATION 


I shouldered my way to the Upper Level. There the 
crowds were dense in the Charlex booth, so I headed for.the 
nearest telephone and called the company. Assistant public 
relations director Jerry Schwartz said oh yes, he's an AR 
faithful, and offered an exclusive with pictures. 

Charlex will open the house display in two weeks for a 
year's stay. It'll pay $2,400 a month in space rent--that's 
$28,800 a year--to one of the terminal display agencies, 
McArthur Advertising Corp. A press conference will be held 
Dec. 28. He said Charlex is the sales agent for General De- 
velopment Corp. 


GDC (same initials as our publisher) built the Key West 
Naval Base, Key Biscayne Hotel and 
Sebastian Highlands. Now it's a 
home community builder of Port 
Charlotte, Port Malabar and Port 
St. Lucie. Frank Mackle is GDC 
president and Gardner Cowles, 
president and editor of Look, is 
board chairman. Charlex board 
chairman Herman Pearl, 37, picked 
by Fortune among the U.S. top 50 
businessmen, gets credit for the 
house display idea. It's the Royal Palm model, costs $1l,- 
600, has 1,315 square feet of space, price includes 75x100' 
plot. 

The house here is exactly the same as the Florida house, 
minus a concrete foundation, unnecessary in Grand Central. 
It'll be completely decorated, furnished with Florida fur- 
niture, finished in orange stucco. Ordinarily, Charlex 
salesmen sell Florida plots and houses here and abroad 

sight unseen with the aid of desk- 
top scale models and pocket stereo 
Slide projectors. 

A house similar to the one here 
will be erected in Chicago after 
Jan. 1, in Mandel's Department 
Store. Fair warning: Be careful, 
watch your step exchanging those 
Christmas presents. 


I hear Grand Central may in- 

stall a first aid emergency sta- 

2 tion to handle Charlex prospects. 

I think it would be a good idea to get a family to dem- 
onstrate how nice the house is to live in, but so far, this 
doesn't seem to be in the plans. Don't know why, because 
these Florida real estate promotions seem to have used 
everything else in the book. 44 


FREE 
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VUF-MORE: Qin%y265t: 


Rush a copy of your new Catalog. 


Company 


Address 


A terrific new 
catalog describ- 
ing the complete 
line of VUE- 
MORE display 
turntables and 
BREVEL anima- 
tion motors. 


Write for your copy today. 
Use the handy coupon above! 


a 
7 

VUE-MORE Turntables are: 
QUIET PRECISION MADE 


DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 


Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 


motion display. Write for details. 


VUE- aethaabe bhdatedtede ttt del 


i ee 
a yes artis ° la ee) a 
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For Displays, Promotions, Exhibits . . . 


NEW DU PONT CRONAPAQUE* PRINT FILM 


A PRODUCT SO VERSATILE, SO UNIQUE 
ONLY IMAGINATION LIMITS ITS USE! 


Now, from the research laboratories of Du Pont. comes 
a brand new medium for making photographic prints 

CRONAPAQUE. This unique film utilizes a high- 
speed, variable contrast emulsion on rugged CRONAR® 
polyester film base. The result: a semi-opaque print film 
combining high resolution and excellent reproduction 
characteristics with outstanding dimensional stability 


and toughness. 


For DisPLays. CRONAPAQUE is perfectly suited 


for commercial and industrial promotions, store 
window displays, or interior decoration. For twice 
the impact, use it two ways: with the back of the 


print colored, you'll have a black-and-white photo under 


reflected light and a beautiful color transparency 


when the light source is transmitted from behind. 


For Exuipits. The high resolution and fine reproduction 


qualities of the emulsion, reflectivity of the surface, and 


translucency of the base adapt CRONAPAQUE won- 


derfully for charts, placards and exhibits of all kinds. 


For Artistic RENDERINGS. CRONAPAQUE 's ideal 
for this work because its emulsion surface readily accepts 


inks, paints, and all standard retouching materials. 


Available in both sheet and roll form, this versatile new 
product opens up new display and promotional possi- 
bilities. For more information and a processed sample 
of CRONAPAQUE, write E. 1. du Pont de Nemours 
and Co. (Inc.), Photo Products Department, N-2430-A 
Nemours, Wilmington 98, Delaware. In Canada: Du Pont 
of Canada Ltd., Toronto. 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 


Rte 
This advertisement was prepared exclusively by Phototypography. 
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How Canu-Can Time 
Sold Mone Cans 


A well-integrated promotion for beer took a phrase, 


built it into a theme, and gained display space 


by permitting grocers to tie in their own favorite products. 


By Mildred Weiler 


Admen generally agree that if 
you want to keep your point-of- 
purchase material out of the trash 
can there are rules to follow, such 


as, 


Allow it to sell related products 
Increase consumer demand 
Include animation 

Make it self-liquidating. 


If, in addition, your big theme 
idea can be taken both literally and 
figuratively, you have an idea that 
will catch the imagination of the 
consumer in all types of media, and 
at the same time become the basic 
idea on which to build future cam- 
paigns. 


>» Such is the case of the “Can-Can” 
promotion of the Lone Star Brew- 
ing Co., San Antonio, Tex. 

Early in February, the executives 
of the brewery, with their agency, 
Glenn Advertising Agency, Dallas, 
asked Paul Simmons Jr., Simmons- 
Sisler Co., St. Louis, to develop an 
off-premise point-of-purchase dis- 
play. Lone Star’s can sales were 
only 25% against 75° bottles, while 
the general industry sales in Texas 
were 37% cans, 63% bottles. 

The 19-year-old brewing compa- 
ny has distribution in Texas, parts 
of Oklahoma and New Mexico. The 
new p.o.p. is for grocery stores, 
supermarkets, and liquor stores, the 
potential source for can sales 


> Paul Simmons’ idea, “Go for Two 

It’s ‘Can-Can’ Time!” was pro- 
duced in five color process and 
mounted on a 7-foot decapole with 
plenty of space beneath the display 


for cartons of Lone Star beer. Two 
Lone Star cans, set in the poster, 
move rhythmically, powered by a 
battery motor in back of the dis- 
play. The display embodies most of 
the generally accepted success rules 
and goes a step further: The theme 
can be taken literally and figura- 
tively. 

The “Can-Can” theme obvious- 
ly suggests the Can-Can dancing 
girls and by April the Lone Star 
Brewing Co. decided to realine its 
previous in-store advertising plans 
and use the “Can-Can” theme in all 
its other media such as newspaper, 
tv, outdoor posters, etc. 


> By the addition of beautiful 
legs to the beer cans, the same for- 
mat and copy was applied to 24- 
sheet posters and full-color news- 
paper ads. Finally, this idea was 
added to radio and tv spot an- 
nouncements where live models, 
dressed in Lone Star Cans, dance 
their way through the commercials. 

This over-all promotion on a 
single theme has strengthened the 
value of the off-premise promotion 
for which the “Can-Can” theme 
was originally developed. 


> The “Can-Can” theme, taken lit- 
erally, also is perfect to help the re- 
tailer sell some of his other high 
priced can goods. The same copy, 
“Go for Two—it’s ‘Can-Can’ Time!” 
is included on tie-in related paper 
display material to help the sale of 
other canned products. 

The Lone Star Brewing Co 
provided over-the-wire hangers, 
shelf talkers, banners and _ price 
cards of this type to help the re- 
tailer sell other products, and as a 


Wmeuca; 


(2 
elified Quality Veer 


Signs & Displays ® 


111 





. 
is 
| TOUR NAM 


Problem: 


What type H-Frame 
Display to choose 
for your company? 


ws 

"Vv" PANEL? JR NAME 
{ CANOPY? 

— rw 


Ue 
Ava 


STRAIGHT BACK? 


A 


Solution: 
<7/\ \R>too7 ae 


AV] if 7M Vf > )) — 
INUVADYSIY FRAMES 
Offer these 
answer 
Custom Styling 
Modular Desigr 
Versatile Lighting 
Cabinet Space 
Lighted Sign 
Quick Assembly 


Hanging Panels 


A For more information send 
‘A 


\ for our new “Wizard” H-Fram« 
DISPLAY INC. 


C23 
S 7 
ay 
Dept. AR 


3011 Third Ave. So. * Minneapolis, Minn. 


catalog and spec sheets 


HAAS 


Here's Your Source 


Clock Movements 
For INDOOR SIGNS 


For signs with clocks in quantities to bak 
eries, dairies, breweries, beverage compa- 
mies, ice cream and other manufacturers 
that sell through dealers. Point of sale 
signs with CLOCKS are ilways popular 
and are big traffic builders 

You produce the signs out of any suitable 
material and easily install the self-starting 
LANSHIRE clock fitups. Get into this vol 
ume business! Lanshire precision fitups are 
ready to mount. Completely enclosed units 
that require no attention, 110 V. 60 ¢ 
A. Also other models. 1 year factory 
guarantee. U/L approved 


Send for Technical Specifications and 
Prices 


) 
uh ire 


CLOCK & INSTRUMENT CORP. 


America’s Oldest Producers of 
Electric Clock Movements Exclusively 


7548-58 S$. Loomis Bivd. 
CHICAGO 20 Phone AB 4-5800 
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Dancing Cans To 


yred on television and point 


cooperative othe: 


manufacturers without cost to them. 


program with 


This gesture played an important 
role in getting approximately 60° 
of the Lone Star off-premise out- 
lets to accept the “Can-Can” pro- 
motion 
> “As adman knows,” Mh 
Simmons pointed out, “the retailer 
wants to know what a new point- 
of-purchase display will do for him 
in terms of extra sales. He meas- 


every 


ures every square inch of floo 
space in terms of volume and profits, 
and if your point-of-purchase will 
promote the sale of your product 
as well as other items of the re- 
tailer’s choice, you are in.” 

“Double Sales-In- 
crease Profits, with Lone Star’s new 
and different Can-Can Promotion,” 
plainly 


A brochure, 


pictures the primary dual 
purpose of the promotion to sell 
more beer in cans and other canned 
items, especially high-profit ones, 
on the “two-for-one” basis. 

In addition, the brochure shows 
the retailer how the “Can-Can” 
promotion also increases the sale 


Supermarkets to Get 
New POP Display Service 


A new window display service 
which will provide supermarkets 
with full-color package blow-ups is 
being sponsored by Super Market 
Merchandising, New York. 

Designed to aid both the retailer 
and the manufacturer, the P.O.P 
Display Service will function as a 
distribution center for window ad- 
vertising materials. Not only will it 
relieve the retailer from the neces- 
sity of contacting dozens of manu- 
facturers, but it will ease the prob 
lem of collating, delivery and dead- 
lines for manufacturers. 


The materials will be displayed 


emphasize the theme 


f-purchase 


the twin cans grew arms and legs, and 


as well as on outdoor posters 


of the dozens of outdoor items, such 
as barbecue and picnic parapher- 
nalia, by including these items 
alongside the Lone Star beer car- 
tons surrounding the “Can-Can” 
decapole point-of-purchase display. 

Related food items, 21 of them, 
such as sardines, nuts, wieners, are 
also pictured as another advantage 
to the retailer in using the “Can- 
Can” promotion. 


’ The brochure also contains sim- 
ple pictured information on the ex- 
tra heavy advertising support the 
“Can-Can” theme is receiving in 
other media to help the retailer sell 
“Two cartons of Lone Star canned 
beer instead of one.” 

Presented as a self-help to the 
retailer in assisting him to get the 
maximum use of the “Can-Can” 
promotion material, the brochure 
was also an aid in winning the re- 
tailer’s initial interest. 

Indications, based on the success 
of the current promotion, appear 
that future advertising campaigns 
will continue to be built on the 
“Can-Can” theme. 44 


in a catalog, the first of which will 
contain listings for some 80 na- 
tionally advertised products. It will 
be distributed to Middle Atlantic 
states supermarket chain stores. 
Additional information can be ob- 
tained from Super Market Mer- 
chandising, P.O.P. Dept., 67 W 44th 
St.. New York 36 44 


Index Shelf-Stripping 
Is Flexible, Transparent 


A new plastic shelf indexing ma- 
terial with a variety of advantages 
has been developed by the Ezyindex 
Products Corp., Flushing, N. Y. 

The material is transparent, self- 
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outdoor signs for 


America’s rz 
leading marketers 


OUTDOOR ILLUMINATED PLASTIC SIGNS 





sticking, flexible and fireproof. It 
can be applied simply by removing 
the liner protector and pressing it 
into place. Paper insets included 
with it can be typed or lettered and 
then inserted into the shelf-strip it- 
A aie self. Water or moisture will not 
harm the material and it can be re- 
moved without marring the surface 
or finish to which it was adhered. 
on a sd Available in _package or bulk, 
“Shelf-Stripping comes in 6” 
lengths with a full inch insert area. 
JOB WELL DONE! These pieces can be cut in any 
a smaller length desired. 
In addition to its use as a shelf 
index, the company suggests it for 
‘ easy and economical indexing of 
Simmons-Woodward, formerly id shelves, tool cribs, stock bins, 
Simmons-Sisler Company, salutes the 9 ; office equipment. 
Lone Star Brewery—its merchandising, , Complete information is available 
advertising and sales personnel. The ’ ‘ srom Ezyindex Products Corp., 1S3- 
aed “ae 13 Northern Blvd., Flushing, N.Y. 44 
Lone Star “Can-Can” promotion is the 7" _ 
perfect example of integrated marketing 
= and the results wane oon ” an Display Turntable Line 
achieved through the intelligent use of 


point-of-sale. Simmons-Woodward is _ | Shown in McMahan Folder 
proud to have been associated with Airroricns My 
Lone Star in the planning and production Hed Quality Ree, 


and 


A variety of revolving units for 
of this campaign. point of purchase or display use are 
| illustrated in a catalog folder from 
A. B. McMahan Co., St. Paul, Minn 
Among the units shown and de- 
scribed are an indoor rotating turn- 
table, heavy-duty units, and ceiling 
turners. 


Simmons-Woodward provides a one-stop 
marketing service for the busy advertising 
executive 


Animated Card 6. Training and Film Prices for the McMahan units 
board Displays gg range from $6.50 for the 8” thrifty 


F dP model to $29.20 for the 17” husky 
ere — - Counter and Floor turntable. 

cali Packaging Displays The folder gives all sizes and 
~~ 8. Catalogs, loading capacity for each model. 


Brochures and . for more details circle 309, page 131 
. Beer Coasters Direct Mail 


. Decalcomanias 


SIM N Ns - Woon CARD INC. 


pot 


1519 TOWER GROVE AVENUE SAINT LOUIS 


KEEP YOUR 
SALES 
MESSAGE 


IN SHARP FOCUS 
LONGER 


e Litho or screen process 
e Any size, shape or type | Real Cool . . Inexpensive thermometer 
e Plain or reflectorized | that really works 


is part of full-color 
e Volume production 


display on transparent vinyl that is ready 
to stick on the inside of beer or soft 


ROBERTSON SIGN COMPANY | drink coolers, Unit was produced for 


Liebr Breweries by Einson-F 
15 N. LOWRY AVE. » SPRINGFIELD, OHIO ee ee Spee 
man, Fair Lawn, N. J 


114 ° an * March L960 





Use 
For 


our 


Your 


Your trademark is an important asset, 
and your own building is a place for it that is 
all yours. Why not use it effectively? 


By Dolph Franklin 


You have a long term investment 
in your trademark—and you pay 
plenty to make every medium give 
it a fair share of exposure. You 
want to exploit it in as many ways 
as possible, too. Along this line, a 
worthwhile “built-in” outdoor me- 
dium and unique expression of pub- 
lic relations can be found on your 
home grounds, on your 
why not put yow 
them? 


buildings; 
trademark on 


There are many 
this action 


1. Your trademark will probably 
be located in a strategic location for 
viewing by visitors, automobile and 
pedestrian traffic. 


advantages to 


2. It is the sign of company pride 


in its trademark, products or serv- 
ices. 


3. The method of application can 
afford the opportunity for unique 
three-dimensional effects 


4. It is a versatile technique, ap- 
propriately used for the silhouet of 
your trademark in full color, trade 
character or package. 


5. You need not pay monthly rates 
for your exposure—you are owner 
of your own medium. 


6. A trademark on your building 
has twenty-four hour per day ex- 
posure, and the cumulative effect 
of a continuous 365 day schedule. 


7. It is a localized exposure without 
competition, combining all the best 


features of outdoor transportation 
and bulletin advertising 


> How do you go about it? 

Many architects designing today’s 
curtain wall buildings and modern 
structures of all kinds, both sketch 
and specify materials for trade- 
marks on _ buildings. Frequently 
used materials are architectural 
terra cotta, metals and plastics. 

You may use the architect’s vis- 
ual design or a photograph of your 
trademark for purposes of getting 
bids from those firms specializing 
in creating trademarks for build- 
ings. The price depends upon spe- 
cific material and intricacy of de- 
sign. If your company desires, an 
artist from a terra cotta, metals or 
plastics firm can be sent to your 
plant. You may choose practically 
any color or combination of colors 

any design. Your trademark can 
be in line work or 
sional. 


three-dimen- 


> Architectural 
versatile 


terra cotta is a 
building material with 
very few restrictions. It combines 


Plastics 

30” letters and 

a die-formed emblem 
emblazon this building 
Sign by Plasticles 


Corp 


ding 


demark 


the advantages of quality, price, 
beauty, availability and ease of 
maintenance. It has an unlimited 
range of ceramic colors—brilliant 
hues or delicate tints for exterior 
trademarks or decorative symbols 
A sculptor makes a clay model from 
your sketch. 

Because clay shrinks in baking, 
his ruler is 13” for a 12” model. 
Eventually, the terra cotta clay is 
pressed into a mold and the kiln 
heat rises up to 2,200° to mature 
the body. Result? An outdoor trade- 
mark to last the life of your build- 
ing. 

Many trademarks have 
been well reproduced in terra cotta: 


famous 


® American Radiator & Standard 
Sanitary Corp. has _ architectural 
facades of terra cotta in matte glaze 
buff of its well known heating and 
plumbing trademark. 


@ National Biscuit Company has 
its Nabisco trademark in Chinese 
red and white on an exterior of 
warm brown mottle matte glaze. 


e Greyhound Bus Lines features a 
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signs & 
comments 


NEW SIGN IDEAS FROM 
MULHOLLAND-HARPER 


This internally-illuminated double- 
faced Plexiglas sign typifies the com- 
plete program of both plastic, metal 
and Scotchlite signs created for 
American Express Co. That's one of 
the advantages Mulholland-Harper can 
offer — a single source for your 
entire sign program regardiess of 
type or material. Why go to several 
manufacturers to fill your sign needs 
when it's more economical and con- 
venient to have Mulholland-Harper do 
the entire job? 


monty 
([TRAILWAYS 


BUS SY 


Trailways’ sign program is another 
example. This metal baked-enamel 
bracket sign is one of several types 
used on a nation-wide scale to iden- 
tify terminals and ticket agencies. 
Put your sign program in expert 
hands, too. Mulholland-Harper can 
provide all your outdoor and indoor 
signs, truck identification and poster 
holders while saving both time and 
money. Whether you need plastic, 
metal or Scotchlite — or all three 
— you'll find Mulholland-Harper de- 
signs and workmanship to your liking. 
Write to Mulholland-Harper Co., 5800 
Tacony St., Philadelphia 24, Pa. for 
information on these and other sign 
ideas. 


MULHOLLAND 
-HARPER CO. 


HALF A CENTURY OF SIGN 
DESIGN AND MANUFACTURE 
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12’ long greyhound in gray-buff 
terra cotta on a gray-blue terra 
cotta background. 


@ Nestle’s Milk Products has a 4x8’ 
panel over its entrance at Freehold, 
N. J., executed in ivory and various 
shades of brown, as in Nestle’s 
trademark 


® Costa’s Ice Cream plant in Wood- 
bridge, N. J., permanently displays 
on a parapet its “Lady” trademark 
character in warm buff architec- 
tural terra cotta. 

Elizabeth Quackenbush, adver- 
tising manager, Federal Seaboard 
Terra Cotta Corp., sums up the ter- 
ra cotta story in this way: “It is 
the closest link to an architect’s 
conception of what he seeks—a 
blending of design and structure.” 


> Metals such as bronze, aluminum, 
stainless steel, nickel, silver and 
galvaneal are widely used on build- 
ing facades. They offer durability, 
quality and versatility to meet the 
architect’s highest standards. 

Sharp precision casts are made in 
the foundry of specialists—and then 
carefully handtooled to produce an 
exact facsimile of your company’s 
trademark. Metal letters themselves 
blend with architectural designs. A 
large choice of letter styles are 
available. These building facade 
letters can be made to contrast with 
light or dark brick work. 

Trademark seals sculptured of 
bronze or cast aluminum stand out 
three-dimensionally from polished 
granite blocks. Fabricated stainless 
steel ribbon letters can be mounted 
to building bars and_ suspended 
from soffit—as with Johnson’s Wax 
Solid cast, fabricated and_ sheet 
metal letters run the price range 
for various budgets. Even foreign 
alphabets are available. 

For striking effects, the face of the 
letter can vary from the sides. For 
example, a black porcelain face can 
be combined with stainless steel 
sides for a rich contrast. It is in- 
teresting to note that Hallmark 
Cards used its free design lettering 
in polished aluminum on the ex- 
terior of a modern brick building. 
Its free flow design, topped with a 


Terra Cotta .. 
and browns, surmounts main entrance 
of Freehold, N.J., plant. Sign by Fed- 
eral Seaboard Terra Cotta Corp. 


. A 4x8’ panel, in ivory 


ry 
oct Ml a 


Metal . . . Prominently set high on a 
white brick exterior, this bronze trade 
mark is made to last. Produced by 
United States Bronze Sign Co 


regal crown, is already a famous 
trademark. 

Irwin H. Hyman, United States 
Bronze Sign Co., adds: “To meet 
today’s demand for color, hard-fired 
vitreous enameled letters are avail- 
able. With an almost unlimited va- 
riety of colored frits, we can bake 
into your letters brilliant, eye- 
catching colors. They require no 
maintenance and _ polishing. They 
are as hard as granite and glass 
smooth.” 


> Plastics are frequently the choice 
for the fabrication of logotypes or 
trademarks to be used on the build- 
ings of distributors and retail out- 
lets. This helps coordinate a nat- 
ural visual pattern for the compa- 
ny. Plastics permit excellent day- 
light visibility, three-dimensional 
effects and eye catching colors. The 
use of plastics for faithfully repro- 
ducing a trademark is linked closer 
to the sign field than the architec- 
tural field. It covers special lighting 
effects and an almost infinite va- 
riety of new maintenance-free ma- 
terials offering the advantages of 
light weight, easy installation and 
permanence of color. 

Jim Signorile, Ad-Pact Corp., ob- 
serves: “The trend in plastics for 
building signs is definitely toward 
public service—the inclusion of 
clocks, weather reports and timely 
messages of various kinds.” 


>» Suggestion—when building or re- 
modeling, put your trademark into 
your architect’s plans. 44 


New Point of Purchase Plan 
Offered New York Market 


A new point-of-purchase ad plan 
featuring outdoor showings in close 
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proximity to 
markets has 


volume -sales 


super 
been developed for 
New York advertisers by the Gen- 
eral Outdoor Advertising Co 
Through the plan, advertisers can 
get outdoor space 


their products are sold 


near the spots 
The pack- 
age offered consists of 50 panels in 
the Manhattan-Bronx area, 50 in 
Brooklyn, and 30 in Queens. The 
rate per monthly showing is $9,750 
or $75 per poster 

According to Burr L. Robbins, 
president of General Outdoor, the 
program several 
“First,” he 
large 12x25’ displays are 
a sure bet to capture the attention 
of New York’s millions of impulse 


buyers. Furthermore, poster 


gives advertisers 
competitive advantages 


said, “the 


point 
of-purchase ads cannot be displaced 


by competitors o1 with 


tampered 
by customers.” 
First 


Tootsie 


users of the plan were 
Rolls candy, Our Own 
brand gefilte fish, and Stella-D’Oro 
bakers 44 


New Sparkle For Outdoor 
Seen in Metal Disc Idea 


A new material adding motion 


and eye-attraction to outdoor signs 


or display pieces has been 
duced in “Sparkle Discs” 
Sparkle Mfg. Co., New York 

Sparkle Discs are a series of tiny 
aluminum pieces on a flexible strip- 
ping. Placed around the letters or 
emblems of any painted sign, Spar- 
kle Discs hang free and move with 
the slightest air motion, reflecting 
light rays. They can be applied with 
an ordinary staple gun and can be 
bent and shaped as desired. They 
will not rust or corrode 

Available in gold or silver, Sparkle 
discs are cut in one yard lengths 
List price is $1.50 per yard 


intro- 
from 


for more details circle 310, page 131 


Outdoor Poster Campaign 
Stresses Safer Driving 


A safe driving campaign is being 
pushed by Outdoor Advertising 
Assn. of America in a series of traf- 
fic safety posters utilizing symbolism 
and impressionistic art in design 

Created by Walter H. Alliner, 
modern art authority, the posters 
were worked out by OAAA in co- 
operation with the National Safety 
Council. First in the series was the 


January poster which carried the 


Don't Let Temper 
Take the Wheel 


a 
A PUBLIC SERVICE OF OUTDOOR ADVERTISING 


Safety Symbolism Temper-cooling 
symbol-portrait is second in series of 
traffic safety posters designed for OAAA 


by artist Walter H. Allner 


theme, “Beware of Skidding.” This 
was illustrated by an impressionis- 
tic design representing a skid pat- 
tern. The February poster read 
“Don’t Let Temper Take the Wheel,” 
with a symbolical illustration. The 
objective of the Allner posters is to 
“allow the viewer to complete a 
suggested idea in his own mind, and 
he will better absorb and 
the message.” 


retain 


“Outdoor advertising,’ explained 
Edward C. Donnelly Jr., chairman 
OAAA Traffic Safety Committee,” is 
the most potent and appropriate 
medium to warn the driver of need 
for safe driving, reaching him as it 
does while he is exposed to the 
dangers of traffic.” 

The safety posters will be dis- 
played by members of OAAA 44 


Distinctive ‘brush stroke” letters, in 10 colors, make this sign stand out in shopping center competition. 


6 reasons why this sign order went to Hanover 


1. Faithful reproduction of colors 
and trademark: Ten vivid colors grab 
attention, stimulate impulse buying. 
We'll mail you a full-color reproduc- 
tion, on request. 


2. “Lock-light” seams: A Hanover 
exclusive. Seams are virtually invisible. 
No double thicknesses to throw shad- 
ows; no gaps to leak raw light. 

3. Flexible size: 3/0” x 30’0” (illus- 
trated) or 5/7” x 147’2”, your Hanover 
sign fits your location, exactly. 

4. Design: In 29 years of sign design- 
ing, we have created attention-grabbers 
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for many successful customers. This 
experience is at your service. 

5. Embossed lettering: Any style and 
size lettering can be embossed in the 
sign face. Non-fading acrylic colors, 
applied to the inside surface, stand out 
sharp and clear for years. 

6. Low Cost: Our press, Hanover de- 
signed and built, forms the background 
...embosses letters and pictorials... 


shapes the “lock-light” seams... all 1 
the same operation. This enables us to 
offer you these features at prices you 
probably are paying for ordinary signs. 

Your letter or phone call will put 
our 29 years of counseling on store and 
brand identification at your service. 
Address Hanover Neon Electric Cor- 
poration, 771 North Fourth Street, 
Columbus 8, Ohio. 


HANOVER ... snore « soot sion 





Magazine Offer . 


Promoting 


a Premium 


by Mail 


An inserted card, bound on top of a 


full-color ad, served as an order blank for readers of ‘’Chate 
laine.’ Grocers received a pre-print and a sample carving 


knife in advance to whet up their enthusiasm 


How a mail campaign was used 
to win the support of retailers 
for a promotion that didn’t even 


promote the sponsor's product! 


By Joseph Pollick 


The Visking Co., division of 
Union Carbide of Canada Ltd., in- 
vited its agency, F. H. Hayhurst 
Co. Ltd. to submit a promotional 
plan geared to sell Easter hams. 
Visking’s only concern with meat 
is in the fact that it manufactures 
meat casing. The notion of assisting 
its customers’ merchandising was 
based on the broader thinking that 
selling more meat meant selling 
more casing and significantly build- 
ing a goodwill relationship with the 
buyers of its own product. 

The program was not built 
around the usual point-of-sale hook 
but was designed to familiarize 
Visking salesmen and the meat 
packing market with the impact and 
value to them of this merchandis- 
ing program. 


> The promotion department of 
Chatelaine, Canada’s largest wom- 
en’s magazine, was invited to pre 
liminary discussions with the ad- 
vertising agency and the client. Mi- 


nor Halliday was the account ex- 
ecutive, Douglas Goadby, the pro- 
motion manager for Chatelaine and 
G. V. Reid, Visking sales manager. 

It was decided that a self-mailer 
insert would be used in conjunc- 
tion with a full-page advertisement 
placed in a number of leading Ca- 
nadian periodicals. The self-mailer 
would be a premium offer, printed 
in two colors, offering a product in 
some way associated with meat con- 
sumption. For this purpose, the 
agency suggested a ham slicer and 
Chatelaine’s promotion men pre- 
pared roughs of the premium card. 

The complete program consisted 
of five mailings, magazine advertis- 
ing with premium inserts and offset 
blow-ups of the original magazine 
layout for point-of-sale merchan- 
dising. 


> The preliminary planning stage 
which got under way in the fall of 
1958 paved the way for the first 
mailing to Visking salesmen sched- 
uled for Jan. 14, 1959. This mailing 
consisted of engravers proofs of the 
4-color magazine advertisement, a 
duplicate of the _ insert-mailer, 
trimmed and clipped into correct 
position and an accompanying per- 
sonalized letter signed by Mr. Reid. 

The letter outlined the campaign 
and gave the date plan for the mail- 
ings. It explained the usage and 
value of the insert mailer and the 


value of the premium in building 
Visking sales to retailers and re- 
tailers sales to the consumers. It 
also named the media in which the 
ad would apear, dates of appearance 
and mentioned the availability of 
full-color blow-ups for use as truck 
posters and point-of-sale display. 
The letter urged the salesmen to 
place order for bulk shipment of the 
posters by Jan. 28 and advised that 
50 pre-prints of the advertisement 
were being mailed to them under 
separate cover. This first mailing 
oriented the Visking salesmen be- 
fore news of the campaign got out 
to the industry. 

On Jan. 28 Visking let the indus- 
try know of its plans with an an- 
nouncement letter to the 450 
Visking packer list. A copy of this 
same letter went out to Visking 
salesmen with a covering memo ex- 
plaining that “the attached letter is 
being mailed to your customers 
today.” 


> The form letter, headed up: 
“Happy Easter Sales are Headed 
Your Way!”, was signed by M. K. 
Reid and described the premium 
offer of a Sheffield ham slicer (reg- 
ular $5 value) for only $2. 

The mailing enclosed a reproduc- 
tion of the magazine advertisement 
and told the packers that the ad 
in Chatelaine would be seen by 
more than a million and a half 
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BRODIE’S “FAMILIAR QUOTATIONS” 


One thing ala lime 
hud thal done well, 
bsa very good vale, 
hs many can tell. 
So 


SOME JERK 


Some Jerk is right. There are many 
things we can do at one time and do 
em well, like printing your letterheads 
while addressing your envelopes, sort 
ing your lists while processing your 
letters etc. etc. Just take a look be 
low and see the many departments 
which are available to serve you at the 
same time and be done well as 
many can tell 
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housewives across the country and 
that in Quebec over a half a mil- 
lion French speaking houswives 
would see the ad in French lan- 
guage periodicals. The letter closed 
by asking the packers to look for- 
ward to further information on the 
project which would explain how 
they might tie in and ended with 
the suggestion that they see their 
Visking sales representative. 


> One week later, Feb. 4, a com- 
bined mailing to both Visking sales- 
men and their accounts consisted of 
a promotion kit containing a color- 
ful 8-page presentation brochure, 
11142x15”, printed on heavy coated 
stock, folded and stapled in the cen- 
ter. 

The copy in the brochure was 
again a reminder of the coast-to- 
coast campaign with all pertinent 
information and included a_ full- 
size reproduction of the advertise- 
ment with premium card attached 
as well as a loose sample blow-up 
of the ad. These posters were 19%4 
x2814”", the bottom third left blank 
for imprint. 

The inside back cover of the bro- 
chure told the packers how they 
could tie in with the promotion. 
The appealing humorous _illustra- 
tion on the cover almost guaran- 
teed attention 


> The promotion kit containing the 
brochure and ham slicer premium 
gift which was itself boxed and 
taped inside was mailed out in a 
specially-constructed corrugated 
cardboard box 15%” long, 12” wide 
and 2” deep which made a neat 
parcel and provided ample protec- 
tion in mailing. 

This kit went out one week prior 
to Chatelaine’s newsstand distribu- 
tion date. A covering letter to 
Visking sales staff advised them 
to take their copy of the brochure 
and cover all their packing ac- 
counts during the following two 
weeks. 

About a week after this mailing 
and still one week before news- 
stand appearance of the advertise- 
ment a postcard reminder signed 
by sales manager Gerry Reid went 
out to all Visking customers tell- 
ing them that millions of Canada’s 
housewives would see the Visking 
Easter Ham promotion. 

This 3%x5'% card had one side 
illustrated with a Kodachrome re- 
production of the magazine ad em- 
phasized with a woman’s hands 
tearing out the self-mailer pre- 
mium card from the magazine. The 
message on the other side of the 
postcard was brief and done simu- 
lating Gus Reid’s handwriting with 
a word about ordering extra Visking 


casing in preparation for the Easter 
ham-buying rush. 


>» The final mailing on Feb. 25, the 
same day as newsstand distribution, 
was a sample issue of Chatelaine’s 
March copy with a stop marker at 
the Visking ad. The magazines were 
sent to both packers and the Visk- 
ing salesmen. 

Happily enough, because of the 
size and weight of stock of the pre- 
mium card, a casual thumbing of 
the magazine would almost cer- 
tainly allow the magazine to fall 
open on the same page as the Visk- 
ing advertisement. 


’ The highlights of the campaign 
were the selfless approach to the 
promotion by Visking, the offering 
of a premium item both worth- 
while, attractive and in all likeli- 
hood, a permanent reminder for 
the owner of how and from whom 
it was obtained. Rather than offer 
a cheaper version of the same thing, 
at a more popular price, it was 
shown that the public would will- 
ingly spend a little extra money for 
recognizable value. 

The ham slicers, Sheffield steel 
with stag handle were airlifted to 
Canada from Great Britain in time 
for the promotion. The gift of this 
knife to both Visking salesmen and 
key personnel among the packers 
was a thoughtful gesture that only 
added to over-all enthusiasm and 
goodwill. 

The gradual build-up beginning 
with the first mailing indicated a 
developing excitement amongst or- 
dinarily emotionally immune pro- 
moters and salesmen. Their eager 
response was proven in the sale of 
more than 25,000 posters of the ad- 
vertisement. Says Minor Halliday: 
“Both from the point-of-view of 
consumer response and trade ac- 
ceptance, we regard the promotion 
as completely successful.” 


>’ According to Douglas Goadby, 
merchandising and promotion man- 
ager for Chatelaine, the word “ad- 
vertising” is probably one of the 
great misnomers of our time. Often 
used correctly, yet rarely defined 
correctly, the word has come to 
mean almost any form of marketing 
activity. 

“Advertising,” he says, “means 
telling people about your product 
but where magazine advertising is 
concerned, the word ‘merchandis- 
ing’ means telling people about 
your advertising and _ reminding 
people about your product.” 

As he put it, “If the basic invest- 
ment in magazine advertising is 
the correct step by which to sell 
your product or service to women, 
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then it is equally correct to mer- 
chandise it to all people (in the 
distributive chain) who will profit 
from the sales it will produce. The 
merchandising of the advertisement 
will urge the dealer or distributor 
to move your product or service 
forward to the point where a pur- 
chase is possible.” 44 


Booklet Eases Planning 
Direct Mail Programs 


A graphic booklet which helps 
compute the printing costs of a di- 
rect mail idea has been published 
by Regina Services Corp., New 
York. 

The wallet-sized booklet is de- 
signed with easy-to-read price ta- 
bles so the user can quickly and 
easily determine the cost of his 
printed piece in advance. 

The new revised edition of “Your 
Printing Costs Are As _ Follows” 
gives costs for catalogs, brochures, 
letters, booklets, price lists, etc. 

While the costs listed are Re- 
gina’s, the user can use them as 
an approximate yardstick by know- 
ing the facilities of his own printer, 
and the price levels of his location. 
Also included is information on 
combination runs, work and time 
schedules, and additional charges 
for colored inks, halftones, Bendays 
and other printing extras. 

Copies of the 1960 Regina book- 
let are priced at $1 each, from 
Regina Services Corp., 118 E. 25th 
St., New York. 44 


Briefs From Bringe Bring 
Tips on Direct Mail 


A guiding hand through the trails 
of direct mail is available in a four- 
page monthly newsletter from Paul 
J. Bringe Inc., Milwaukee. 

A sample newsletter gives ideas 
on completing the selling job on a 
prospect who had shown enough 
interest to send a quarter for in- 
formation. Mr. Bringe says about 
this: 

“That’s just the beginning. Any 
carnival pitchman can draw a 
crowd. It takes patience and per- 
sistence to get them in the tent.” 

Also included is a description of 
a do-it-yourself organ kit being 
sold successfully through direct 
mail, and a reminder of the im- 
portance of timing and selection of 
the right list for the product. 

The Bringe briefs are available 
without charge. 

. for more details circle 311, page 131 





new designs for 1960 


Spring and Summer stationery for your salesletters 


Plan to use one of these colorfully-illustrated Spring and Summer 
designs as the letterhead for your next salesletter. Their attractive- 
ness claims immediate attention, their timeliness builds interest in 
your copy. 


The designs illustrated here in black and white are only part of the 
40 different designs offered in the brand-new 1960 Arthur Thompson 
Spring and Summer Stationery Portfolio. Each design is reproduced 
in full color on fine quality paper from original artwork or trans- 
parencies. 


These designs illustrate scenes appropriate for Easter, Mother’s Day, 
Father’s Day and other occasions throughout the Spring and Sum- 
mer. Also included are sales-getting Punch-line bulletins (many 
humorous) so popular as salesletters in many of today’s businesses. 
Thus, these letterheads offer the perfect tie-in for any seasonal pro- 
motion. 


Yet—-your sales letter can be reproduced on these distinctly different 
letterheads for littlke more than on first quality stationery. Ask for 


your free copy of the 1960 Spring and Summer Portfolio from your 
nearest Arthur Thompson & Co. distributor today. 


ARTHUR THOMPSON & CO. 
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Worth Setting! 
Worth Setting Right! 
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J. M. BUNDSCHO, INC., Advertising Typographers 
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How Direct Mail 


Classified advertising isn’t romantic, and few cam- 
paigns that sell it are noteworthy. Here is one of the 
exceptions that proves the rule. 


By Bette Macon 

AR Associate Editor 

As any weary promotion man- 

ager of a publication can testify, 

a Space campaign for an “Annual” 

is a worrisome thing at best be- 
cause of its one-shot nature. 

When you add to this the prob- 
lem of creating special promotions 
for different sections of the annual, 
you're faced with a many-headed 
monster usually called by less-in- 
volved people “a 
covers all 


campaign that 
possibilities for 
next year’s buyer’s guide.” 


sales 


> This was the problem handled by 
Thomas W Bender, 
Manager, Classified Advertising 
Div., McGraw-Hill Publishing Co., 
New York. One direct mail cam- 
paign promoted space sales in these 
three sections of the 1959 Elec- 
tronic Buyers’ Guide: 


Promotion 


® Searchlight, the used equipment 
section 

® Manufacturers’ Representatives 

® Distributors 


This versatility of purpose was 
accomplished fairly easily after the 
initial idea was conceived. The en- 
tire campaign 
mailing 


consisting of four 


pieces—was based on a 


Classified Coffee Break 
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break” theme 
and enlivened by appropriate spe- 
cialties attached to the mailing 
pieces. To add specific sales appeal 
to each of the three mailing lists, 
copy was changed on the inside of 
the folder to read as though the 
piece had been specifically designed 
for the section of the annual it was 
selling 


generalized “coffee 


> First mailing was made on March 
9. This was a white card, approxi- 
mately 914x4” in size, with a pack- 
aged wooden spoon attached to it, 
introducing the coffee-break theme. 
This card was the same for all three 
markets with copy that read: “We 
just want to STIR UP your think- 
ing about the 1959 Electronics buy- 
ers’ guide issue.” A p.s. in small type 
paved the way for the future mail- 
ings by saying: 
spoon . 


“Please save the 
. there’s more to come!” 
Mailing +2 was a folder the 
same size as the first card entitled: 
“Take Ten On Us” and illustrated 
with a line drawing of a humorous 
little figure smiling contentedly as 
he lolled in his office chair. The 
inside center fold had a packet of 
Chase & Sanborn’s instant coffee 
fastened to one side; a Tender Leaf 
tea bag fastened to the other. Lead 


copy read: and while you're 


Sold Space 


in a Business Magazine 


having your tea or coffee break 
let us tell you about the 1959 Elec- 
tronics Buyers’ Guide Issue.” Re- 
mainder of the copy was slanted to 
one of the three separate selling 
markets for either Searchlight, 
Manufacturers’ Representatives, o1 
Distributors space sales. 

Third mailing in the series was 
the same size folder featuring the 
little cartoon-character again say- 
ing: “We're sorry . . . we almost 
forgot to make it complete” and the 
inside cover had a package of in- 
stant “Pream’” and Domino sugar. 
Copy was general, warning of the 
May 1 deadline. Slanted selling for 
the specific sections of the Buyers 
Guide was done in the perforated 
card that was part of the folde: 
This card was a business reply card 
on one side, and an order form on 
the other. 


> These three mailings had been 
made two days apart starting 
March 9, and ending March 13. The 
last mailing in the promotion was 
a follow-up piece sent one month 
after the third piece in the series 
This last piece in the series 
served as a reminder of the pre- 
vious mailings with a drawing of 
the little character superimposed on 
a photographic background show 


A series of mailings took a soft-sell approach with tipped-on objects 





Research* strips the mystery from merchandising: TAGS 
MEAN TURNOVER! 


Tagged merchandise displayed for self-selection far out- 
sells identical items ‘‘sold’’ by clerk service. The tags tell 
‘em better to sell "em more—a proven fact in indepen- 
dent and chain supermarkets, department and specialty 
stores, drug stores, radio-TV retail outlets, electrical ap- 
pliance stores... 


Supporting evidence? You bet: sales slip counts give 
tagged refrigerators a 2 to 1 edge, TV sets 3 to 1, toasters 
8 to 1, furniture 7 to 1, women’s shoes 4 to 1, men’s 
sports jackets 3 to 1, lamps 3.5 to 1. 


Cupples-Hesse maintains a CREATIVE DESIGN DEPART- 
MENT to develop and produce modern merchandising 
‘‘tags that tell and sell’. . . through shape, color, copy, 
prestige manufacturer identification. 


*Point-of-purchase studies conducted by Tag Manufacturers 
Institute and Better Packaging Advisory Council. We'll send 
and in-plant tagging copies on your request. 
speeds production 


Production flow, inventory, payroll makeup... 
tagging systems cut costs and save time all around. 


eee eee eee eee ee® 


Call your local representative for information. Of All Kinds 
Consult yellow pages under “Envelopes” or ‘‘Tags.” 


eee ew tere eee 


Cupples-Hesse Company oriliac 


rt, 
: 3 
Division of St. Regis Paper Company “TM : 


ST. LOUIS 15, 4100 N. KINGSHIGHWAY /oetroit 16, 3633 MICHIGAN AVE. /oes MOINES 13, 1655 E. MADISON AVE. “asetigs 
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se e133 elt) 
BUSINESS FOR OVER 30 YEARS 


Te tee Pe Ie a 
GaG82 ewe 


DOES IT FASTER! 


You can count on Marie to handie your complete 
mailings — and be assured of prompt and ac 
curate services 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Printing * Addresso 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Wabash 2-8655 and Just Ask For Morie 


an Liller Sp tu 


431 SoutH DEARBORN STREET 
Curcaco 5, ILL. WABASH 2-8655 


[oon't] 


DON’T 


PLAN ANOTHER 
PROMOTION UNTIL 
YOU'VE READ THE 

Lastichnome 


Lastichrome story 


A dynamic and different approach to product 
merchandising, distributor and dealer promo- 
tions. Plastichrome, winners of the Lithog- 
raphers National Association Award for 7 
straight years, offer you top quality, full 
natural color postcards, catalog sheets, broad- 
sides and mailers. Hundreds of successful 
campaigns have been built around low cost 
(less than le each) high quality Plastichrome 
products ond dependable service. 
Get the Plastichrome story — SEND FOR 
FREE MERCHANDISING IDEA KIT today! 


COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, Boston 15, Mass. 
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ing a coffee-break cup and the spe- 
cialties which had been part of the 
other Copy inside 
nudging reminder that the 
deadline for 
fast. 

A total of 3,000 
printed for all three 
moted in the Electronic Buyers’ 
Guide. Total costs, without post- 
age, amounted to $550. 

The McGraw-Hill campaign 
proved that the answer to a three- 
headed problem does not always 
have to be expensive, but does need 
some creative and planned thinking. 

44 


was a 
May Ist 
was coming up 


mailings. 
space 


pieces were 


sections pro- 


Lowcost Letter Opener 
Designed for Small Office 


A low cost letter opener 
ger-tip control, is 
The Redman Co. 

The “Wombat” 


, with fin- 
available from 
, Chicago. 

opens 40-50 letters 
a minute with a_ self-sharpening 
blade that automatically alines the 
inserted pieces. It was designed for 
use in small offices and can handle 
any envelope up to 934”. Retail 
price is $29.95. 

Complete 
from The 
Cicero Av., 


information is available 
Redman Co., 6028 N. 
Chicago 44 


Report Shows Advertisers 
Lack Inquiry Followup 


A recently completed report on 
the quality and quantity of adver- 
tisers’ followups on reader inquires 
has been published in 
Economies, the 


Envelope 


house organ for 


Here, Here, Is, Is, The, The, Echo, 
Echo, Lake, Lake, Copy, Copy, Boss, 


VISUALIZERS 


MIE uC ance a tlm Lil} 
he. eee eh 
; and Three-Dimensionals 


Transpar - 


. MODEL J & H VISUALIZERS. For 

copy of objects. image instantly 

projected on tissue of Bristol 

Board. Enlarging or reducing by 

calibrated dials in seconds. 4 

times enlargement of reduction, 

ROYAL UPRIGHT VISUALIZER & 

ART AID. For limited floor space 

yet full size working area Fioor 

space only 27°29", height 43”, 

4 times enlargement of reduc- 

tion 
. CROMWELL ANGLE VISUALIZER. 

Small, compact, only 21” x 37” 

floor space, yet combines ai! im 

portant features of larger mode 

400% enlargement or reduction : 
CORONET DESK TOP VISUALIZER Send for Cotalog G 


Fits on top of desk. Easily port 
able. Work area 10x12". 4 times LACEY-LUCI PRODUCTS, INC 
31 Central Ave. * Nework 2, N. J 


enlargement or reduction 
VISUALIZERS FROM $177 UP | DEALERS: Choice Territories Open 


Y FONTS 

~-" Y WIDE RANGE OF STYLES = 
ee V LOWEST PER-WORD COST — 
 Y SIZES UP TO 2 INCHES 


w\ Letter-it 


P.O. BOX 3261 
# ee OKLAHOMA city S:ORLA. 


WHAT KIND OF VISUAL SALES 
JOB DO YOU HAVE IN MIND? 


We have automatic 
projectors for point 
of sale and trade 
We have 

desk top viewers for 
both slides and film strips— with or 
without sound, designed with your 
salesmen in mind. 


shows. 


For information, write Dept. A-3 
TEL-A-StORY. INC., Davenport, lowa 


6 ABORN STREET @ PR 


WRAP-AROUND %,%2"&%" faces 
CHROME STEEL (orpointofsale 

PLASTIC AND 
SIGN FRAMES suss sex: 
Just Wrap Around and Clip 
uuu Free Sample Assortment 


THE YARDER MFG. CO. ates Aone 





Tension 
City, Mo. 

Entitled “Exploring the Twilight 
Zone between Advertising and 
Sales,” the report delves into the 
delicate area “where advertising re- 
sponsibility leaves off and sales re- 
sponsibility begins.” 

To make this test, three separate 
publications were selected, each 
reaching a different type of audi- 
ence such as the general consumer, 
the farm readers; and the business 
publication reader. Every ad, in 
each publication, which made an 
offer of more information was an- 
swered. If the ad was couponed, the 
coupon was clipped and filled out. 
If money was requested, it went 
along. 


Envelope Corp., 


Kansas 


Through a series of charts, En- 
velope Economies lists its findings 
on: 

e how promptly the advertisers an- 
swered 

@ which type of publication an- 
swered the fastest 

@ the time lapse between inquiry 
and answer 

e the number of companies enclos- 
ing a sales letter with the answer 

@ the number of companies enclos- 
ing order blanks and return en- 
velopes 

These and many more findings 
are included in the booklet plus a 
comparison study showing the dif- 
ferences between the 1959 study 
and one made in 1951. 

Over-all, the findings published 
in Envelope Economies show the 
advertisers still tend toward work- 
ing harder at getting the inquiry 
than making the sale. 

Copies are available. 


. for more details circle 315, page 131 


Colorcraft Guide Cues 
Paper and Ink Tints 


Planning a color mailing? Cues to 
the proper colors for the product 
and prospect are available in the 
new Colorator paper and ink selec- 
tor developed by Allied Paper Corp., 
Kalamazoo, Mich. 

The Colorator slide rule was 
created by Faber Birren and offered 
as an aid to the best use of Allied’s 
new Colorcraft line of “Impulse” 
and “Influence” bond and offset pa- 
pers and Colorcraft Standard Print- 
ing Inks. It suggests first and sec- 
ond color choices, coordinating pa- 
per colors with text and accent inks. 
To operate it, the user places an 
arrow, indicating the audience he 
hopes to reach, opposite the product 
group and the suggested color com- 
binations come into view. 


According to Allied, use of Color- 
craft in direct mail advertising has 
resulted in returns which show in- 
creases in some cases over 20%. 

. for more details circle 316, page 131 


Novel Promotion Mailer 
Has All The Answers 


How can you keep your company 
name and phone number with the 
prospect? Mercury Service did it 
with a novel mailing folder that is 
guaranteed to “Save Time . . Save 
Money . . Save Your Job” for ex- 
ecutives troubled with a case of 
momentary brain paralysis. 

A black-and-white folder ap- 
proximately 54x44” in size, the 
“Executive Decision Decider” leads 
off with a line drawing of a swami 
staring into a crystal ball on the 
cover and the Mercury name, serv- 
ice facilities and number 
clearly imprinted. 

The inside fold consists of a dial 
which can be spun when the user 
is faced with a sudden crisis. When 
the dial stops spinning at a number, 
the user simply checks it against a 
master list of decisions. This de- 
cision list contains 32 solutions for 
almost any kind of problem. Among 
the most practical are the follow- 
ing: 


phone 


e “Put it on Expense Account,” 
e “Brainstorm it,” 
e “Blame the Ad Agency.” 


While many might scoff at the 
apparent lightness of the mailer, 
Irving Seiden, vice-president of 
Mercury said: “The purpose of this 
tool is to give our messenger serv- 
ice, air freight and rush trucking 
customers an efficient and effective 
means of solving their major prob- 
lems, giving them more time to de- 
vote to insignificant details.” 

Copies of the Executive Decision 
Decider are available from Irving 
Seiden, Mercury Service Systems, 
461 Fourth Av., New York 16. 44 


It's a new idea... . surprise pack- 
age-direct mail! 


STOP 
BUYING 
ENVELOPES 


eu tte 


o; “=. 


Whether you sign purchase or- 
ders or business letters, you've got 
a big stake in the envelopes your 
company uses. 


Why is envelope buying so im- 
portant? Because getting the right 
envelope can make a big dollar- 


difference in the operation of a 
business. 


The right envelope is right in qual- 
ity, design, construction and tai- 
lored to its job. It performs without 
waste! No stuck flaps or windows. 
Trouble-free inserting. Jam-free me- 
tering. Speedier mail room han- 
dling right down the line. 


How to select the right envelopes? 
Get in touch with your Tension rep- 
resentative. He’s a specialist, with 
the accumulated know-how of thou- 
sands of envelope problems eco- 
nomically solved. His time costs 
you nothing. His advice can pay 
you well. 


Want new envelope ideas? Send for 
FREE Idea Kit. 


TENSION ENVELOPE Corp. 
815 East 19th Street 
Kansas City 8, Missouri 


Kansas City e Ft. Worth e Des Moines 
Minneapolis e St. Louis e So. Hackensack 


362 


PAEN SION 
SVE LOPES ® 


Please send me Envelope idea Kit No. 4 


Tension Envelope Corp. 
815 East 19th St. 
Kansas City 8, Mo. 


Name____ 


Company 
Address__ 


City 
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Art & Photography 


Art Supplies 


Balloons 


Banners, Pennants 


Binders, Catalog Covers 


Binding en & 


Materials 


Calculators, Printed 


Camera Lucida 


Control Planning Aids 


Decals 


Display Materials 


Display Motors 


Displays, Wire 


Duplicate Plates 


Envelopes 


Exhibit Builders 


Fluorescent Inks & 
Materials 


Gravure Services 


Letterheads 


Lettershops 


Manikins, Rental 


Office Equipment 


Paper Chemicals 


Inside Back Cover 


Papers, Printing 


Papers, Specialty 


Back Gover 


Ink, Screen Process 


Labels & Tags 


Inside Front Cover 


» 120 


1960 


Paste-Up Type 


126 
100 
71-72 


121 
37 


5 


102-103 


Photo Lettering & 


Typesetting 


Photo Prints, Quantity 


Photoengraving & 


Platemaking 


130 
Back Cover 
ty 84 


94 
77 


106 


Photographic Equipment 
& Materials 


Postcards, Color 


Premiums & Specialties 


130 
_ 49 


49 
58 


Inside Front Cover 


A 


Presentation Material 
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Adwertisers 


Printing Sign Materials Mulholland-Harper 
Plasticles Corp 


Piasti-Line C 


87 alee ste Typewriters, Composing- 
93 Stock Art Reproducing 


a “Inclle Front Cover Signs & Identification 

nterprises of M Materials te 
22 ene ae Typography 
114 n Advertising Corr ; Se a 


ng Typograp! 


"130 


Screen Process 


Self-Sticking Specialties 
Turntables, Display 


Typefounders ; 
Shipping Services na Wire pecially 


vor Weak Blac " selon Gouttncntal Tene hville , 107 
Railway Express Agency 95 Graph sipmer simmons ward Ir 114 


To PEDECREOUOOUOE DUE EOREEEEDEODDOOUOUOEUEEEEEAEOUECUCUOOUEREEREAAEEONEDOCUODODOEOEEEEDEREOODOEOOUDDOREEEODEREOOOOAUODOOOOORREREREREEEEEOUDRODOROURERREEERRGHOUAGRECOOUOEERS 


ALPHABETICAL INDEX 


Back Cover t 7: 
75 hers | 
126 
49 i 3 t >fruc 130 
ttor ber Paper N 84 
49 Cre nt Car rd ¢ 75 
-upple jesse ( 125 
38 Plex Onvelope Corr 42 
108 Pont de iT | 
5 90-92 & r 69, 89, 110 
ity Cover C 64 E-B Design Industries Ir 130 
yanamia - casterr -ine P sper & rule 
nside Back Cover Div 33-34 
n Thermoplastic Co. 57 Enterprise Pt 130 


a 
© 
| 


alty Printing C 
Inside Front Cover 
Rubber C 50 


126 


Sreen Duck C 

Haas Display Ir 
Hammerm Paper C 
Hanover Neon Electri: 
Corr 

dea Art 


ian ‘eile So ccialty C Ce 32 102-103 
i ie rehide of ' Yarde . ¢ 126 
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Fuufewed Saubeld fol 


Services and Supplies 


ADVERTISING SPECIALTIES MANIKINS ART SUPPLIES 


ELECTRIC WALL CLOCK RENT A GLAMOR GAL 


YOUR AD MESSAGE PROM- : ‘ | ae — a CONTACT SCREENS 


INENTLY DISPLAYED AT g 
THE POINT OF SALE . 
Ci 


men r hildre lien 32. 45. od 60. 65. 3S. 85. “100. 110, 
* Accurate Time ' . your 120, 133, 150, 175. 200. 
* Inexpensive * Permanent Sizes: 8 x 10 to 23 x 29 in. 
rR tior - 9 in. at 
WALL SIZE * 144” DIAMETER SECOND HAND Pre-angled screens to 23 x 29 in. at same 


prices 


SEND FOR INFORMATION TODAY “ Write | new literature *TM 


Action Advertising 2° fcce*x°% CAPROCK DEVELOPMENTS 
165 Broadway. N.Y. 6 REctor 2-4028 


MADIiSONIA MANIKINS, INC. 


CHICAGO: 11 So. Desplaines DEarborn 2-6818 
ADVERTISING CIGARETTES NEW YORK: 152 W. 25 St., CHelsea 3-1550 
Entire cigarette package ee eeernneeeaeeerereeaeerieeenicnieee ans 


features your ad message. BANNERS—INDOOR & OUTDOOR 
Cigarettes imprinted with <seuntnihseiininiaanniiapanenianaeesanassninmninmnie 
trade name or ad message Layouts end 


eae i ? DRILL OUTDOOR SIGNS Viewalizing ped 


Cigarette Mftr Since 


a8 Stone St. New York SATIN WALL BANNERS 
STOCK ART PENNANTS, ETC. 


FOR THE RIGHT DESIGN. . COLOR PRINTING 


THE RIGHT MATERIAL . 
WRITE : SUITE 606 


POCPLES-MERCHNS §=6MDS COMPLETE PRINTING SERVICE 
CSiIS) LETTERPRESS AND OFFSET 
Fast Dependable Reprints 
ndustri les, ne. Phone HArrison 7-1811 
ON, ONIO Universal Loose Leaf Mfg. Co. 


Pent ema) erat 161 W. Harrison St. Chicago 5, Ill. 


ADVERTISING SERVICES 
COLOR POST CARDS 


Box 6873-C - DALLAS 19, TEXAS 


enterprise photos 


A aa t rt aad 
IMPRINTING | , ete. JUMBO—RETURN REPLY—ACCORDION CARDS 


CATALOGUE SHEETS—8'2 x 11 


25¢ ec. in 1M quantity 
lah ~ COLOR PRINTS—DYE TRANSFER—TYPE C 


Py . 
CHARTS Write for Price List and Samples 
WE i) Ad Lhd | CORONA COLOR STUDIOS 
FREE SAMPLE (Please use bus. Ithd.) Cee 72 W. 46th St New York 36, N.Y 


H. B. GOODMAN 
: iiten Pt Wew London, Conn. 
Dealer Imprinting eae woe DECALS 
Our Specialty 


Any Amount — As Required Bs 
ALSO—MAGAZINES, CATALOGS, PERSONAL SIGNATURES ENLARGED 4 bY WATERLESS 
ce DECALS 
i a te ae ee toe 
o graphic reprodu e > “ay ” 
SERSEN S IMPRINTING plates, rubber stamps, etc. Adds style to applied in seeds eee eens 


signature but does not change the char- curling in storage. MADE TO E CIFI- 
120 So. Sangamon Street acter. Send signature and M.O. or check Cc “AT IONS. “ ring, andiaea aurea teens. 


Phone: CH 3-2050 Chicago 7, Ill. for $4.95 to Signatures, Dept. AR3, P.O. Send now for FREE SAMPLES and estimate. 
° Box 5737 Detroit 39, Michigan SCREEN PROCESS PRINTING CO. P.0.B80x948, Wichital Kansas 
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301/Circle on Readers’ Service Card 
Sales Producing Exhibits 

. - GRS&W shows how exhibit design 
can be used to solve varied sales prob- 
lems. (Page 107) 


302/Circle on Readers’ Service Card 

New Scissorpak Exhibit 

. - « Ivel Construction Corp. describes its 

new folding exhibit, the Scissorpak. 
(Page 107) 


303/Circle on Readers’ Service Card 

Chicago Exposition Center 

. » - EP&DA members offer an illustrated 

folder describing Chicago’s new Exposition 

Center, scheduled for a 1960 opening. 
(Page 107) 


304/Circle on Readers’ Service Card 

Dennison Folder 

. » . the importance of color and design in 

labels and tags is illustrated in a folder 

from Dennison Manufacturing Co. 
(Page 101) 


305 /Circle on Readers’ Service Card 
Avery Fabric Labels 

. samples and details of a fabric-like 
label with unusual bonding properties are 
available from Avery Label Co. (Page 104) 


306/Circle on Readers’ Service Card 
New Shipping Bag 

. samples and details concerning “Zip- 
Packs” are available from Henry B. Katz 
Industries Inc. (Page 104) 


307/Circle on Readers’ Service Card 
Dylite Packaging Ideas 

. . @ brochure from Koppers Co. describes 
the many packaging applications of its 
expandable polystyrene, (Page 104) 


308/Circle on Readers’ Service Card 

Amerchrome Sample Folder 

. .. American Tag Co. shows its low cost, 

high quality color tags in a sample folder. 
(Page 104) 


309/Circle on Readers’ Service Card 
Turntable Catalog 

. a variety of rotating units for display 
or p.o.p. use are described in a folder 
from A, B. McMahan Co. (Page 114) 


ae 


Use these return cards 
for your copy of publications 
mentioned on this page 


| eRe | Adhertising 


C77 eee e. 


Et oreRe exsist tarel ac Sewiee 


*Send for these free helpful selling tools 


31GQ/Circle on Readers’ Service Card 
Sparkle Discs Folder 

- » » Sparkle Mfg. Co. has released a fold- 
er on its new Sparkle disc material for 
sign and display use. (Page 118) 


311/Circle on Readers’ Service Card 
Briefs From Bringe P 

oo monthly newsletter giving tips on 
direct mail is available without charge 
from Paul J. Bringe Inc. (Page 123) 


312/Circle on Readers' Service Card 

Paper Masters 

- » « Davidson Corp. has a folder of hints 

for preparing paper masters for offset 
(Page 84) 


Readers’ Service Dept. 


8803 


Please have the following sent me: 


301 302 303 304 305 306 307 
308 309 310 311 312 313 314 
315 316 317 318 319 320 321 
322 323 324 325 326 327 328 
329 330 


BUSINESS REPLY CARD 
First Class Permit No. 95 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Hl. 


313/Circle on Readers’ Service Card 
Tinted Stocks 

. « « Faber Birren discusses tinted stocks 
in a booklet distributed by National Anil- 
ine Div., Allied Chemical Corp, (Page 86) 


314/Circle on Readers’ Service Card 
Paper Samples 

. . . White and eight colors are represented 
in the samples of offset paper offered by 
Northwest Paper Co. (Page 94) 


~ 318 /Circle on Readers’ Service Card 
Advertiser Response Study 
. + » Tension Envelope Corp. publishes a 
report on the quality and quantity of ad- 
vertisers’ response to ad inquiries in an 
issue of “Envelope Economies.” (Page 126) 


*Please print or type information below 
NAME 
TITLE 
COMPANY 
PRODUCTS SOLD 
ADDRESS 


CITY & ZONE 


*Note: inquiries for items iisted 
not serviced beyond June 15, 1960. 


Chicago, Ill. 


COTUIUCHCNCHU 





| Adwertising 


Requirements 


*Send for these free helpful selling tools 


Readers’ Service Dept. 


316/Circle on Readers’ Service Card 

Colorcraft’s Colorator 

- « + Allied Paper Corp. offers a slide rule 

for selecting the proper paper and ink 

colors for the product and audience. 
(Page 127) 


317/Circle on Readers’ Service Card 
Sales Incentive Catalog 

. » » Associated Leathercrafters Corp. offers 
a sample of its “Tommy Traveler” catalog 
showing its line of leather items for use as 
premiums or sales incentives. (Page 57) 


318/Circle on Readers’ Service Card 
Noodler Doodler ‘60 

. « « Revelation Plastics Inc. offers details 
on its plastic appointment pad. (Page 57) 


BUSINESS REPLY CARD 


First Class Permit No. 95 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ml. 


8803 


Please have the following sent me: TIT 


301 
308 
315 
322 
329 


NAME 


302 303 304 305 306 307 
308 310 311 312 313 314 
316 317 318 319 320 321 
323 324 325 326 327 328 
330 


COMPANY 


ADDRESS 


*Note: 


SUC E 
NETO 


319/Circle on Readers’ Service Card 
Ad Specialty Booklet 

. . Action Advertising Corp. releases a 
booklet showing the many ways an ad- 
vertising specialty can build sales and 
goodwill, (Page 57) 


320/Circle on Readers’ Service Card 
Premium Promotion File 

. »- Around-the-World Shoppers releases a 
file giving foreign premium case histories 
and a list of self-liquidating items from 
over 60 countries. (Page 58) 


321/Circle on Readers’ Service Card 
Hat-A-Way Specialty 

. American Advertising Specialty Co. 
offers samples and details on its hat rack 
specialty idea. (Page 58) 


No 


Postage Stamp 
Necessary 

If Mailed in the 

United States 


Chicago, Ill. 


*Please print or type information below 


PRODUCTS SOLD 


inquiries for items listed 


not serviced beyond June 15, 1960. 


322/Circle on Readers’ Service Card 
Color, Light Visualizer 

. @n approach to showing how some- 
thing looks under three different color and 
light sources is described by Macbeth 
Daylighting Corp. (Page 76) 


323/Circle on Readers’ Service Card 
Miniature Camera 

- a booklet gives case histories of un- 
usual uses of 3!4-ounce camera manufac- 
tured by the Kling Photo Corp. (Page 76) 


324/Circle on Readers’ Service Card 
Publishing Specialists 

. the work of a firm of technical pub- 
lishing speciglists is described through 
case histories and definition by Miles- 
Samuelson Inc. (Page 77) 


325/Circle on Readers’ Service Card 
Tips on Color Stats 

Progressive Composition Co. has 
available a brochure explaining the uses 
and techniques of color stats. (Page 77) 


326/Circle on Readers’ Service Card 
Opaque Projector 

. . » Uses of the Opa-Scope opaque projec- 
tor are detailed in a brochure of Projection 
Optics Co. Inc, (Page 63) 


327/Circle on Readers’ Service Card 
Laboratory Services 

. . - Costs of services using the facilities of 
the Calvin Productions are detailed in its 
16mm price list. (Page 63) 


328/Circle on Readers’ Service Card 
Overhead Projection 

. advantages of this type of projection 
are described in a folder published by 
Victorlite Industries. (Page 70) 


329/Circle on Readers’ Service Card 
Video Tape 

. . « information on handling and storage 
of video tape are contained in a bulletin 
prepared by 3M. (Page 70) 


330/Circle on Readers’ Service Card 
Projector Models 
. the Projectograph line is described 
and priced in an illustrated brochure. 
(Page 70) 


Po ee 


Use these return cards 
for your copy of publications 
mentioned on this page 
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THERE ARE SO MANY REASONS FOR USING 
CALCOFLUOR- BRIGHTENED PAPERS! 


This advertisement can only suggest the extreme 
whiteness and eye-catching contrast you get when 
you print on Calcofluor-treated paper. But just as 
the illustration at the bottom seems to “‘pop”’ off the 
page...stand out stronger than ever before— your 
printed jobs, too, will “come alive” on Calcofluor- 
treated stock. Why? Because Calcofluor, the bright- 
ener American Cyanamid developed specifically for 
paper, delivers: @e An ideal base for all forms of 


reproduction @e Sharper contrasts—greater clarity 

new brilliance of color e A message that is easier 
read, more quickly understood e A more favorable 
company image—whiter-than-white paper says 
“better quality,” enhances your company’s prestige. 
Find out how you can get maximum results for your 
printing dollar. Always specify paper stock treated 
with Calcofluor White. It’s available from most lead- 
ing mills in a wide variety of grades and finishes. 


AMERICAN CYANAMID COMPANY~—DYES DEPARTMENT—BOUND BROOK,.N. J 





an eye for color 


r 


No one thought it possible, ten years 
ago, that « r gravure run on high- 
speed roto presses could compete in 
quality of reproduction with letterpress 
lor. Today this technical reality has 
made possible a new medium for 
mass merchandising with full-color 
advertising... the national gravure 
magazines circulated throug! 
metropolitan newspapers. 
Superb quality of color printing which 
aptures the most subtle details of 
fine art and photography... combined 
with the massive impact of localizec 


} 
newspaper circulation in key markets 


are major factors in the rapidly 
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COLLINS, MILLER & HUTCHINGS, INC. 


America’s finest photoengraving plant 
for letterpress and gravure 


333 West Lake Street, Chicago 








